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Bob Hope was looking pretty 
worried when he was_ photo- 
sraphed at the Cadillac plant try- 
ing to get delivery of a new car. 
Maybe his chances would be bet- 
ter if he weren’t plugging another 
make on his radio show. 


+ 3 + 
A leading manufacturer looking 
for a sales manager says he “will 
not be handicapped by pre-con- 
ceived company ideas as to how 
he should operate.” 
Isn’t this carrying natural mod- 
esty just a little too far? 


a 

“$50,000,000 °46 Radio, Appli- 
ance Ad Budget Likely,” head- 
lines ADVERTISING AGE. 

Now all these accounts have to 
do is get their ads placed, plated 
and printed. 

7 = ¥ 

“Fly the copy,” urges Rogers & 
McDonald, of Los Angeles, but 
they don’t explain whether the 
service is to be handled by a spe- 
cial Tanglefoot department. 


, FF F 
“Dick Langton’s sales ability,” 
says Newsweek, “gives him an 


income as big as that of the presi- 
dent of the company.” 

And in the late unlamented 
days of frozen salaries, it was 
probably bigger. 


vvyy¥ 


“ee by E-Z-Frisket is the paper every 
se pas artist and retoucher has dreamed 
about, says the ad. 

Then why not the slogan, 
“Frisk in your dreams_ with 
E-Z-Frisket’’? 

~~ @ 

Two heads are better than one, 
especially when they are accom- 
panied by two wits, as in the case 
of Chairman Arno Witt and Presi- 
dent Lane Witt of the National 
Industrial Advertisers Associa- 
tion, 

_ * @ 
Gladys the beautiful reception- 
- ist says she sees a lot of depart- 
p- ment stores are going to sell air- 
di- planes, and she wonders if floor 
‘ walkers in that section will have 
e to be paratroopers. 
rs, vvy 
_ Stressing good labor-manage- 
Be. ment relations, a machinists’ union 
ey in Wichita is advertising for new 
industries for that thriving city. 
Apparently the answer to “What’s 
ng the matter with Kansas?” its 
the “Nothing.” 
i 
his “United we stand, divided we 
th fall,” is the state motto of Ken- 


tucky, but since four local Florida 
Zencies combined forces to land 
the $1,000,000 state advertising ac- 
sunt, maybe it will be borrowed. 
a A 

Army officers accustomed to 
mand may find when they re- 
irn to their old jobs as contact 
1en for advertising agencies that 
hey may have to lower their 
oices when addressing the more 
ensitive clients. 


. wv S 
The new ITU newspaper scale 
1 Chicago provides a $10-a-week 
nerease and a third week of va- 
ation with pay. If this trend 
‘ontinues, the brass hats will all 
9 asking for union cards. 


Copy Cus. 


BUTTER. BUTTER... 


Whe 


GETS THE NICKEL? 


4 . 
% 1 DON'T... says the dairy farmer with the price 
Ww of bummer ncreasing fee to ws comm. the de ~ 


ITS BETTER 
WITH BUTTER 


NO REAL CHANGE — Higher butter 

prices are simply “a shift from the tax 

purse to the public purse,’ American 

Dairy Association explains in the first 

of a new series of newspaper ads. 

Campbell-Mithun, Chicago, is the 
agency. 


Record Year Is 
Ahead, Canadian 
Admen Are Agreed 


ACA Survey Shows 
Bigger Production, 
Sales, Ad Plans 


Toronto, Ont., Nov. 9.—Produc- 
tion, advertising and sales efforts 
will undoubtedly be stepped up 
in 1946, Harold E. Stephenson, re- 
tiring president of the Association 
of Canadian Advertisers, told the 
group’s annual convention tonight. 

In an address to the closing 
meeting of the first postwar ACA 
convention, Mr. Stephenson, who 
is advertising manager of Canada 
Starch Company Ltd., said that 
a comprehensive survey of lead- 
ing advertisers made by the ACA 
indicates that sales forces will be 
larger, production will be up and 
advertising appropriations will be 
increased. 

“When this information is 
studied against the government’s 
recent decision to ease taxation 
and permit an increase in adver- 
tising,” he said, “it does not take 
any great foresight on my part to 
predict that 1946 will be an out- 
standing year in the history of 
Canadian advertising. 


‘Can Supply the Spark’ 


“There is a tremendous job 
ahead. I am convinced that we 
have the know-how, the natural 
resources, the aggressiveness to do 
that job. I am convinced adver- 

(Continued on Page 57) 


Sam Gale Believes 
in advertising’s power. 
See ‘You Ought,’ Page 
29. Other features: 


Admen Coming Back 30 
Coming Conventions 59 
Editorials .. hers 03 
Getting Personal ......... . 20 
Information for Advertisers 12 
In Washington 56 


Photographic Review .. 
Rough Proofs . 
Voice of the Advertiser. 50 


Food Firms Will 
Boost Ad Budgets 
fo Push ‘46 Sales 


Stronger Trend Toward 
National Brands Seen 
at GMA Convention 


New York, Nov. 8.— Increased 
grocery advertising budgets for 
1946, coupled with a probable con- 


tinuing trend toward national 
brands—based in part on more 
adequate consumer information 


about them—were reported at the 
annual meeting of Grocery Manu- 
facturers of America, which con- 
cluded here today. 

Replies from 72 large grocery 
product manufacturers to a GMA 
questionnaire, said Paul S. Willis, 
president of the association, 
showed that 53 plan to increase 
their advertising, and that 40 will 
do so by 20% or more. 


" Will Boost Sales Forces 


Fifty-six intend to increase their 
sales forces—50 of these by 20% 
or more. Sixty-two plan to in- 
crease their total employment— 
38 by 20% or more. Sixty com- 
panies intend to spend from $93,- 
000,000 to $98,000,000 for plant 
expansion in the next year. 

Mr. Willis estimated that gro- 
cery manufacturers would in- 
crease their combined expenditure 


in newspapers, magazines, farm 
publications and network radio 
about $26,000,000 in 1946, from 


the present level of about $100,- 
(Continued on Page 60) 


Media Still Can't Meet 


Demands for 


Advertising 


Few New Advertisers Will Get Space Unless 
Paper and Printing Facilities Improve 


New York, Nov. 8.—With prospective advertising volume 
for 1946 rated as “colossal” by advertisers and agencies, pro- 


vided labor troubles and other 


reconversion difficulties do not 


cause a serious setback in general business, the big worry of 
the field at present is the ability of media to take care of the 


demands of advertisers. 


‘Allied Agencies’ 
Wins $1,000,000 
Florida Account 


Tallahassee, Fla., Nov. 6.—Flor- 
ida’s State Advertising Commis- 
sion this week laid claim to a new 
precedent in. state advertising 
with award of Florida’s ad ac- 
count to the Allied Advertising 
Agencies of Florida—four agen- 
cies which will function as a 
single unit 
count. 

The four are: Robert E. Clarke 
& Associates, Miami; Griffith Ad- 
vertising Agency, St. Petersburg; 
R. E. McCarthy Advertising 
Agency, Tampa; and Newman, 
Lynde & Associates, Jacksonville. 
The 1945 legislature has appropri- 
ated $1,000,000 for advertising and 
promotion during the period end- 
ing June 30, 1947. 

Decisions on the forthcoming 
campaign, including media and 
other details, were deferred until 
the commission’s next meeting 
Nov. 15, but policies were defined 

(Continued on Page 61) 


Last Minute News Flashes 
G-E to Fair Trade Small Electrical Appliances 


Bridgeport, Conn., Nov. 9.—In a move of major significance, Gen- 
eral Electric Company has announced that it will establish retail price 
levels for all small electrical appliances, such as clocks, irons, mixers, 
toasters, etc., in the 46 states where resale price maintenance is pos- 


sible. 
of Columbia. 


These include all states except Texas, Missouri and the District 
The G-E move is almost certain to be followed by 


similar action by other appliance producers, the trade believes. 


Lear, Inc., Maps ‘46 Drive for Radios 

Chicago, Nov. 9.—Lear, Inc., has planned a 1946 campaign for home 
radio sets, which includes, in addition to sponsorship of the Orson 
Welles program on the American network, two-column insertions in 
Collier’s, Cosmopolitan, Liberty and Redbook, in black and white 
and two colors, full-page four-color ads in The Saturday Evening 
Post, and one-half and full pages in a list of 15 trade publications. 
Advertising, featuring home wire recording, is handled by Kudner 


Agency, Inc., New York. 


Curtis to Buy Interest in Paper Company 

Philadelphia, Nov. 9.— Curtis Publishing Company reportedly will 
purchase for cash a 30% stock interest in a subsidiary being formed 
by New York & Pennsylvania Company, pulp and paper manufacturer. 
Operating properties of NY&P and certain other assets would be 
placed in the subsidiary, the entire white paper production of which 


would be sold to Curtis. 


Magazine paper capacity of the company’s 


Lock Haven, Pa., plant would be doubled, hitting 100,000 tons a year. 


Calox in Metal Cans Again, Ads Say 

Bridgeport, Conn., Nov. 9.— McKesson & Robbins, Inc., will use 
250-line insertions in 17 newspapers and quarter pages in Collier’s, 
Life, Fawcett Screen Unit, Modern Screen, Photoplay and Screen- 


land Unit to announce that Calox tooth powder is “again available | 
J. D. Tarcher & Co., New York, handles the account. 


in metal cans.” 


Magazine, Color Sections Promote Valliant Wine 
New York, Nov. 9.—W. A. Taylor & Co. will launch a magazine 


. » ~ -¢ . | 
and newspaper campaign for Valliant California burgundy to run| 
Christmas. 
appear in Cosmopolitan, Esquire, Gourmet, Newsweek, The New} 


from Thanksgiving through 


Full-page color ads will 


Yorker and Vogue, and large color insertions will appear in Sunday 


color sections 
Company ‘s the agency. 


in leading metropolitan centers. 


Charles W. Hoyt 


(Additional News Flashes on Page 2) 


in servicing the ac-|- 


The problem promises to be 
particularly acute in the case of 
new advertisers, who have not 
established themselves as regular 
users of space. While all media 
have expressed a desire to ac- 
commodate new business and to 
make room for desirable new ac- 
counts, it is agreed that the old 
established advertisers will have 
first call on available facilities. 


Magazines 


Major magazines have reported 
that they are almost entirely sold 
out for the first half of 1946. This 
is true particularly of color. The 
demand for four-color pages has 
been growing rapidly in the past 
few years, and in 1946 most large 
accounts will be increasingly heavy 
users of color space. Few addi- 
tional accounts will be able to 
get four-color space in the prin- 
cipal general magazines. 

So-called secondary media are 
in better condition to accept busi- 
ness, and the space situation with 
them is not so tight, although they 
too are booking heavy increases 
in space. The bottleneck with 
them, as with the large circula- 
tion media, is on the production 
front, since both paper and press 
facilities are definitely limited. 


Paper, Printing Still Scarce 


While all restrictions on the 
use of book paper have been 
lifted, many mills will be unable 
to increase deliveries to their cus- 
tomers to the extent of demand. 
In addition, few new presses have 
been installed, although many are 
on order, and as a result maga- 
zine publishers have a_ definite 
ceiling on production which will 
limit increases in both advertis- 
ing and circulation. 

All of the 17 publishers of 49 
magazines in Magazine Advertis- 
ing Bureau—which represent 82% 
of all magazine advertising—are 
admitting some new advertisers, 
said Frank Braucher, president, 
but these are on a “one at a time” 
basis, and represent only a frac- 
tion of advertisers who would like 
to use this medium. New criteria 
for admission have been adopted 
by individual publishers. Impor- 
tant among them are the size and 
“nermanence” of the advertiser 
and the “fitness” of his product 
|to the publication. 
Donald G. Shook, 


executive 


Hurrah! 


We’re so glad that no “ex- 
planatory box” is needed on 
| the front page this week 
| that we couldn’t resist call- 
ing it to your attention. 
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vice-president of National Pub- 
lishers Association, which em- 
braces 300 magazines, farm papers, 
business papers and _ religious 
papers, had no data on space 
availabilities in them. He esti- 
mated, however, that with more 


most worse than a year ago,” re- 
ported Eliott D. Odell, vice-presi- 
dent. Fawcett Woman’s Group 
and comics are practically sold 
out for the first half of 1946, and 
Today’s Woman is being frozen 
at 25 advertising pages an issue. 


labor in the woods and more! Mechanix Illustrated can take 
paper-making equipment, there|some advertisers, however, and, 
will be “enough paper by next/in fact, some “worthwhile” ad- 


vertisers may be squeezed into all 
Fawcett books. 

Curtis Publishing Company is 
taking some new advertisers for 
Country Gentleman, Ladies’ Home 
Journal and The Saturday Eve- 
ning Post in the last quarter of 
this year, said Fred A. Healy, 
vice-president, and expects to 
show a “big increase” for all three 
in the first half of 1946 as com- 
pared with the first half of 1945. 
The new Curtis magazine, Holi- 
day, to appear in February, also 
will carry a sizeable amount of 
advertising. Curtis still confronts, 
however, problems of paper, print- 
ing capacity, and especially color 
printing capacity. 

McCall’s and Redbook are able 


July to meet all demands” of 
such publishers. American Paper 
and Pulp Association has esti- 
mated a probable increase of 10 
to 20% in paper supply next year. 
Harold A. Wise, vice-president 
of Macfadden Publications, said 
that there would be little chance 
for new advertisers in any of 
these eight magazines. In fact, 
the actual amount of advertising 
space to be available in 1946 will 
be identical with that in 1945. 


Many ‘Sold Out’ 


Except for True, which is its 
only magazine “fairly open” to 
new advertisers, Fawcett Pub- 
lications finds the advertising 
space availability situation “al- 


to “make way for some ‘musts’ ” 
among new advertisers, and are 
permitting present advertisers to 
expand a bit, Phillips Wyman, 
vice-president of McCall Corpo- 
ration, told AA, but on the whole 
these magazines probably will 
have little space available for new 
advertisers next year. Mr. Wy- 
man believes that “many pub- 
lishers are making commitments 
on the paper situation that they 
won’t be able to keep.” 


Newspapers 


The newspaper space situation 
will continue tight, although it is 
not likely to be as difficult as in 
the early part of 1945. News- 
papers expect some relief on con- 
sumption restrictions for 1946, 
and the question at present is 
whether a reported 1% increase in 
consumption expected for the first 
quarter will be based on first 
quarter, 1945, usage, or on fourth 
quarter consumption. If the for-. 

(Continued on Page 58) 


i oN ween eee we Orne — 


N @CCCO takes a sweet bite out of 


the appetizing Hartford market so 


completely covered by The Courant. 
Gilman, Nicoll & Ru 


THE 


Placing space through Badger and 
Browning, Inc., NECCO is another 
advertiser now tasting the nourishing 
-esults which have caused The Cou- 


A CONNECTICUT INSTITUTION 


et ain a i tal lias Saltaire! ne 


SINCE 


ntact a ctanclt 


rant’s 58% increase in retail advertis- 
ing during the past six years, 


Nationally Represented by 


thman 


HARTFORD 


1764 
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Last Minute News Flashes 
Up Birds Eye Frozen Foods ‘46 Ad Budget 


New York, Nov. 9.—Birds Eye frozen foods division of Ge yey,) 
Foods, which steadily expanded advertising during the war, wi 


crease expenditures in 1946 at least 10%. 


Birds Eye now spends ; bout 


$1,000,000 for its “Open House” NBC program and $500,000 in raga. 


zines. 


More magazine space may be used, and point-of-sale efor}. 


will be increased. Newspaper advertising will depend on “emerg: ney” 


food situations. 
other new products. 


Birds Eye probably will promote frozen meals an, 
Young & Rubicam is the agency. 


Chase Names Buchen; to Expand Promotion in ‘46 

Chicago, Nov. 9.—Chase Bag Company, manufacturer of cloth ang 
paper bags, has appointed The Buchen Company to handle its accoun 
Trade publication and direct mail advertising will be expanded jy 
46, with a large portion devoted to promotion of consumer-size pick. 
ages for potatoes, onions, oranges, etc. 


New Kraft Products to Dancer-Fitzgerald 


Chicago, Nov. 9.—Kraft Foods 


Company has appointed Dancer. 


Fitzgerald-Sample as the advertising agency for two new product: 


to be marketed soon, it was announced today. 


not identified. 


The products were 


Ring Maker Switches Account to BBDO 
New York, Nov. 9.—J. W. Wood & Sons, ring manufacturer, has 
moved its account from Donahue & Coe to Batten, Barton, Durstine 


& Osborn. 
campaign in January 
newspapers. 


The company spends about $250,000 and will break a 
issues of 12 magazines, and a large list of 


Zenith Research Blasts at 100 mc Band for FM 

Chicago, Nov. 9.—Zenith Radio Corporation, long-time opponent 
|of the decision to move FM “upstairs” to the 100 megacycle band, 
is circulating all set manufacturers with details of a study made in 
conjunction with the Milwaukee Journal FM station, which it says 
proves that the 100 mc band weakens the FM signal to one-seventh 
of that received from transmitters in the old 42-50 mc band. 


Pepsi-Cola Starts Evervess Ads in Dailies 

New York, Nov. 9.—Pepsi-Cola Company, Long Island City, is break- 
ing first newspaper copy for Evervess, new sparkling water, in about 
20 papers in the New York metropolitan area. Other markets will be 
added later this month. Newell-Emmett Company is the agency. 


‘Parade’ Ups Rate 


Parade will increase its adver- 
tising rates Jan. 6 because of in- 
creased production costs. The 
rate for a black-and-white page, 
now $3,800, will be $4,410. The 
2,100,000 circulation guarantee 
will remain in effect. 


New York Ad Groups Aid 


Veterans’ Guidance Plan 


Twenty-seven New York ad- 
vertising organizations, participat- 
ing in the Veterans Guidance in 
Advertising program, have aided 
more than 900 veterans in finding 
jobs, obtaining interviews, taking 
refresher courses, and otherwise 
reorienting themselves in the field, 
but the program needs additional 
funds at once. 


pealed to members to send contri- 
butions to meet the need of the 
program for an additional $36,000. 

Other organizations are making 
similar appeals. Phil Kelly, Car- 
stairs, Chrysler building, New 
York City 17, is chairman of the 
finance committee. 


Mitchell New Ad Head 
of Paramount Pictures 
Col. Curtis Mitchell, formerly 
pictorial chief of the War Depart- 
ment bureau of public relations, 
has been appointed national direc- 
tor of advertising and publicity for 
Paramount Pictures, Inc., New 
York. Before joining the Army 
in 1941, he was vice-president and 


Gene Flack, president of the|¢@ditorial supervisor of Triangle 
Sales Executives Club, has ap-| Publications. - 
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This is about a killer with a sawed-off shot gun, a nervous 
trigger finger—and a bad conscience. 


Our story opens when Detectives Michael Fleming and 
Charles Dalton got a call ‘Woman wounded in accidental 
shooting at 1510 South Hamlin Avenue. Please investigate.” 


It did prove accidental. The careless shooter claimed he 
had just borrowed the weapon—a sawed-off shot gun— 
from a friend—right in the neighborhood. The owner of 
the gun was brought into the station to explain his owner- 
ship. 

He was subjected to a routine search that yielded a 
little silver, some cigarettes, a few loaded buck shot shells, 
a crumpled piece of paper. 


That crumpled two-by-three-inch oblong of paper sent 
Edgar McChriston, murderer, back to life imprisonment. 
It was his own picture with his name and description that 
McChriston had torn out of the Line Up page in True 
Detective Magazine. 


a killer in web 


Over the past 22 years, 324 desperate killers, convicts, 
criminals—have been brought to justice through the effec- 
tiveness of the Line Up Departments originated by True 
Detective and Master Detective. 


This extraordinary service to the community brought 
this statement from New York’s ex-Police Commissioner 
Lewis J. Valentine. ‘‘In passing the 324 mark in captures 
through appealing to public cooperation in law enforce- 
ment, the Line Up Departments of True Detective and 
Master Detective have achieved a remarkable record of 
benefit to both the public and the police of the country.” 


Publications that steadfastly and tirelessly fulfill a real 
social purpose have a unique place in the esteem of their 
readers. 


That esteem is an important part of the advertiser’s 
franchise in the magazines of Macfadden Men’s Group. 
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Standard Outdoor 
Organizes to Aid 
‘Independents’ 


New York, Nov. 8.—Widespread 
rumors of structural changes in 
the outdoor advertising industry 
developed today into announce- 


ment of a new national selling or- 
ganization—Standard Outdoor Ad- 
vertising, Inc. 

Standard will operate as a non- 
profit organization in the outdoor 
field in much the same way pub- 
lishers’ representatives act in the 
newspaper and periodical fields. 
Although the formal organiza- 
tional meeting will not be held 
until late this month, it is be- 
lieved certain the initial mem- 
bership will include about 30 out- 
door plant operators, represent- 
ing 20 to 25% of the medium 


and covering markets with more 
than 20,000,000 population. 


Many Support Standard 


Supporting Standard, ApveErRTIs- 
ING AGE has learned, are a num- 
ber of small operators and several 
large ones, including John Don- 
nelly & Sons in New England, 
Walker in Detroit, Packer in Ohio 
and Florida and United in the 
middle Atlantic region. The new 
selling organization will thus give 
the “independents” about the 
same sort of national representa- 


Advertising Age, November 12. | 94: 


tion as those of General Outdoor 
and of Foster & Kleiser on the 
West Coast. 

Although many in the industry 
may speculate as to what effect 
the development may have on 
Outdoor Advertising Incorporated, 
whose members include many of 
the operators backing Standard, 
John E. Brennan, who is slated to 
be vice-president and _ general 
manager of Standard, and was 
formerly assistant to the presi- 
dent of OAI, denied that Stand- 
ard will “conflict with existing 


This Prospectus tells how the Catalog will work for 
you constantly throughout the entire year. 


T IS NOT too early to plan your representation 

for the fourth annual edition of the Marine Cata- 
log and Buyers’ Directory . . . the comprehensive 
buyers’ guide designed to meet the need for up-to- 
date information on marine equipment and sources 
of supply. 


Your representation in the 1946 Marine Catalog will 
keep your product facts instantly available to key 
marine buyers and specifiers of equipment and mate- 
rials in shipbuilding, ship operating and ship repair 
companies. It will be your sales representative con- 
stantly working in marine offices and plants in all 
parts of the country . . . ready to supply information 
when marine men are seeking data for selecting mate- 
rials and equipment and when placing orders. 


The 1946 edition will again blanket the buying power 
of the marine industry . . . through controlled dis- 
tribution reaching the key men of every shipbuilding 
and every ship operating company of the country, the 
important independent naval architects: the key men 


al 


on plans for 
your 1946 
representation 


of the U. S. Maritime Commission; Navy Depart- 
ment; War Department; and other government offices 
connected with shipping and shipbuilding. 


The Marine Catalog and Buyers’ Directory is an in- 
valuable reference work, aiding you to make direct 
contacts throughout the entire marine industry. Thus 
your Marine Catalog space will assure your product 
representation wherever and whenever the important 
buying decisions affecting marine products are made. 
It can do an important selling job for you which will 
not duplicate any of your other marine sales efforts. 


Write to our office nearest you for your free copy of 
the descriptive portfolio which tells of the Marine 
Catalog in more detail. 


Simmons-Boardman Publishing Corp. 
30 Church Street, New York 7, N. Y. 
105 West Adams St., Chicago 3 Terminal Tower, Cleveland 13 
Washington 4, D. C. 300 Montgomery St., San Francisco 4 


530 W. 6th St., Los Angeles 14 Henry Bldg., Seattle 1 
4518 Roland Ave., Dallas, Texas 
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outdoor organizations.” 

The new group, he as 
will, rather, “complement” . xj.’ 
ing outdoor groups, and ee 
dinate its efforts with all ©) 
who strive to raise the stancarg 
of outdoor service, and in ther 
ways be beneficial to the aciver. 
tiser, the advertising agency ang 
the outdoor advertising med im» 

Outdoor Advertising, recog) ize, 
as the national sales representa. 
tive of the industry, is a pro. 
motional and sales organiz::tioy 
whose members are charged « fee 
of 5% on their billings for na. 
tional advertising. OAI repre. 
sentatives seek to persuade jp. 
dividual advertisers or agercie; 
to use the outdoor medium as aq 
whole. OAI is prevented under 
the law from giving specific sale; 
or promotional aid to any one or 
group of plant operators, a sery- 
ice which Standard plans to se 
itself up to do. 

In its initial phases, Standard 
will direct attention to plant im- 
provement and later will launch 
its sales promotion program. These 
plans call for promotion this win- 
ter through trade publications, di- 
rect mail advertising and per- 
sonal sales presentations. 

Standard has set up headquar- 
ters at 18 E. 41st St., New York 17 


Appoints Andrews 


G. Bruce Andrews has joined 
the sales staff of Radio & Tele- 
vision Retailing, published by 
Caldwell- Clements, Inc., New 
York. He was formerly with the 
Times-Union, Albany, N. Y., and 
with S. I. Newhouse Publications, 
New York. 


Brumby Leaves ‘Journal’ 


James R, Brumby has resigned 
as advertising director of the At- 
lanta Journal, a post he has filled 
since 1936, wher he came from the 
Clarion-Ledger, Jackson, Miss. He 
will announce his new connection 
shortly. 


Here you see cans of peas being 
lowered into a pressure cooker in one 
of Utah's 30 canning factories. These 
plants last year packed 4,403,730 
cases of fruits and vegetables, 22 
kinds, valued at approximately $11,- 
000,000. More than 7,000 persons 
were employed. This year the output 
is expected to surpass the 1944 pack. 

Canning is just one of Utah's di- 
versified industries that create sub- 
stantial payrolls. 


Local Advertisers Know 
KDYL Brings Results 


In selling to this market, local and 
national firms take cognizance of the 
fact that KDYL is the station most 
people listen to most. KDYL show- 
manship is a proved result-getter, 
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WE BOUGHT "EM FROM A FIRM IN CHICAGO 


Iue Porgotten The naire 


“The salesman was a big fellow who 
wears bright neckties. He hasn’t been 


here for over a year.” 


When you don’t see them they forget you 
This happens frequently with customers 
in small towns during these times. Skele- 
ton sales forces and rationed gasoline 
make it difficult to keep close contacts. 
And yet with 56% of the retail outlets of 
the U.S.A. in towns under 25,000, this is 
entirely too big a market to be neglected. 

There is one good way to keep them 
thinking of you. Put your advertising in 
PATHFINDER, the weekly news magazine 
published for people in the smaller cities 
and towns. The leading merchants of 
Main Street read it. The leading citizens 
of the community, men and women, give 
it their attention. PATHFINDER is a fam- 


ily publication. 


ONE MILLION CIRCULATION 
Guaranteed by December 1, 1946 


Pathfinder 


GRAHAM PATTERSON, Publisher 


7 PHILADELPHIA 5 


ADVERTISING OFFICES 


Philadelphia, 230 West Washington Square 


Chicago, 180 North Michigan Avenue 


New York, 420 Lexington Avenue 
Detroit, General Motors Building 
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Deny Charge That 
Dailies Get Too 
Many FM Grants 


Washington, Nov. 8.—A Politi- 
cal Action Committee protest that 
FCC is handing FM licenses to 
too many newspapers drew a 
statement from Chairman Paul 
Porter today that grants are made 
only after the commission is sat- 
isfied that the public interest will 
be served. 

(An earlier report on the dom- 
ination of FM broadcasting by ex- 
isting stations and dailies appears 
on Page 36.) 

Taking exception to the grant 
of 6 FM licenses, many of them 
to newspapers, C. B. Baldwin, 


vice-chairman of the National 
Citizens PAC, had protested that 
licenses should not be issued until 
proof of past public service and 
promises of future public service 
have been submitted at public 
hearings. The PAC also argued 
for safeguards in the interest of 


small business men, _ veterans, 
farm groups, cooperatives and 
others. 


Chairman Porter said in reply 
that grants made since the freeze 
ended Oct. 7 have been for sta- 
tions in uncongested areas, and 
that frequencies still remain avail- 
able for assignment to future ap- 
plicants. He pointed out that 
under its rules, FCC will study 
any facts that are submitted bear- 
ing on a particular applicant’s 
qualifications. 


Winkley to Contact, 
Not Sell at Chirurg 


An item in the Nov. 5 issue of 
AA stated that Prescott Winkley, 
recently in the Army, had re- 
turned to his old job as space 
buyer at James Thomas Chirurg 
Company, Boston. 

The agency tells AA that Mrs. 
Helen T. Hirst is media director, 
and that Mr. Winkley came back 
to work “as contact man.” 


G-E Appoints Lehman 


William H. C. Lehman, for the 
past five years a member of the 
apparatus agency division of Gen- 
eral Electric’s industrial division, 
Schenectady, N. Y., has been ap- 
pointed assistant manager of ap- 
paratus sales of General Electric 
Supply Corporation, Bridgeport, 
Conn. 
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‘Buyer's Market’ 
Ahead for Gas, 
Oil, Nunn Says 


Chicago, Nov. 8.—The petroleum 
industry, with a $2 billion ex- 
pansion of refinery equipment 
during the war and plans for 
substantial expansion in the post- 
war period, faces a buyer’s mar- 
ket which presents new challenges 
to advertising and marketing, 
Wesley Nunn, advertising man- 


ager, Standard Oil Company of 


Indiana, today told the Chicago 
Federated Advertising Club. 

His own company has construc- 
tion plans for the first two post- 
war years involving a $100,000,- 
000 expenditure, for new “cat” 


o.SOGLOW 
PRINTED IN SUPPORT OF THE VICTORY LOAN 
No. 25 WEST 43rd STREET 
NEW YORK 1:18, N. Y 
(The New Yorker offers reprints advertisement to anyone who wishes to have them) 


crackers, new research labor: toy, 
and other facilities, Mr. yp, 
said. Other companies have 4). 
ready announced plans for ew. 
type service stations and S)ing. 
ard of Indiana’s retail sales pro. 
motion staff may soon disclo:e jt; 
“big secret” in the service ‘jelq 


Travel Peak in ’49? 


The highways may reach ai) aj). 
time Sunday afternoon jam -ome 
time in 1949, Mr. Nunn said, ang 
“the brands of gasoline anc jj 
in greatest use at that time ang 
later will be determined largely 
by what the individual oil com. 
pany does in the meantime in the 
way of product and service facil}. 
ties, the training of personnel, the 
maintenance of good public rela. 
tions, through good public service 
and the sound and judicious use of 
advertising—advertising in ever 
known form.” 

Standard of Indiana’s °46 aq 
budget, as now proposed, will be 
the largest for a number of years. 
if not in the company’s history 
“and there is hardly a medium o} 
which we will not make some 
use,”’ the ad chief said. 

CFAC members were shown a 
15-minute sound slide film dem- 
onstrating how the company pre- 
sents the value of advertising 1 
its sales people. It was prepared 
by the company and its agency 
McCann-Erickson, Inc. 


Lazarus Resumes Post 
with United Artists 


Paul N. Lazarus Jr., with the 
Army since April, 1944, has re- 
turned to his former position a 
advertising and publicity directo 
of United Artists Corporation, New 
York. Before joining the com- 
pany in 1943, he had been adver- 
tising manager of Warner Bro: 
Pictures, Inc., New York, since 
1932. 

Barry Buchanan, replacing M: 
Lazarus during his absence, ha: 
been named director of public re- 
lations in Hollywood. 


Some pick 
INDIANA 


Some pick 


MICHIGAN 


We pick both as winners for 
your advertising program. 


Your 25 PRIMARY MAR: 
KETS in Indiana are covered 
by the newspaper members 
of the 


INDIANA LEAGUE 
of 
HOME DAILIES 


Your 26 PRIMARY MAR- 
KETS in Michigan are cov- 
ered by the newspaper me'- 
bers of the 


MICHIGAN LEAGUE 
of 
HOME DAILIES 


For information phone or wri! 


SCHEERER & CO. 


Member of the American Associatic” 
of Newspaper Representatives 
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edium o:@ Merchants know more about what causes their 
ke s , 
© “om ® customers to buy than any one else. Especially 
gel is this true of merchants in small towns where 
any bre: every Customer they sell is a friend. Chris Heck, 
‘tising t , R : 
prepare’ ® owner of Heck’s Cafeteria Drug Store in Prince- 
; agency . ‘ ‘ 
~ § ton, Illinois (Bureau County seat), is one of such 
merchants in “Lincoln Land.”’ He says: 
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And as Mr. Heck says, Prairie Farmer-WLS advertising 
MAR- & sells goods, because the people of “Lincoln Land” 
>vered have confidence in Prairie Farmer-WLS. In Bureau 
ymbers County, for instance, they all know how we pitched 


in after last summer’s tornado. 


At the first news of the disaster, a Prairie Farmer 

WUE editor was speeding to the scene. The farm adviser 

asked that an appeal for help be made over WLS. 

So on Prairie Farmer Dinnerbell Time, helpers were 

Ss asked to assemble at points where they were most 

needed. The first broadcast brought 650 men and 

100 tractors! 

Paul V. Dean, county farm adviser, counts Prairie 

mem- Parmer-WLS directly responsible for more than half the 
‘olunteer workers! 
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BURRIDGE D. BUTLER. President 
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Here is just one example, in one county, of how 
Prairie Farmer-WLS lives with and serves the people. 
There are similar cases in every one of the 236 
counties of “Lincoln Land.” Folks come to us for 
help; they get it immediately. 

These are the things that have created for Prairie 
Farmer-WLS a confidence and friendliness among 
the people. Prairie Farmer has been serving them for 
more than a century, WLS for 21 years. 

To reach these 14,000,000 people of ‘Lincoln 
Land,” to have your sales message accepted with 
confidence and belief, use Prairie Farmer-WLS as 
a team. 


Either is a powerful selling medium in itself, but 


used together... asateam.. . they penetrate deeper. 
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Institutional Food 
Users Ready OPA 
Study for Public 


Chicago, Nov. 8.—What prom- 
ises to be a definitive analysis of 
food consumed outside the home, 
and the answer to long-expressed 
needs for reliable data on the de- 
tails of the institutional food sales 
volume, will be made public prob- 
ably within three weeks. 

After much delay, a report will 
be issued, primarily through the 


ALMANACS! CALENDARS! 
Year Around Advertising Mediums 


We supply complete copy for U. 8. and 
foreign countries — Astronomical Mat 
ter, Weather Forecasts, Astrol 
Data, Planting Tables, Fishing Calen- 
dars etc. 


HART WRIGHT CO. 


Penn Yan, N. Y. 


National Restaurant Association, 
showing the extent* of sales of 
refreshments and other foods 
through such groups as hospitals, 
penal institutions, restaurants, caf- 
eterias, industrial plants, nurs- 
eries and schools, etc. The report 
will represent, chiefly, a wealth of 
data compiled during the past year 
by OPA, which completed its study 
some time ago and plans to make 
no public interpretation of the fig- 
ures (AA, Sept. 24). The “bare” 
OPA _ statistics, summaries of 
which have been made available 
to ADVERTISING AGE, may consti- 
tute an appendix in the report. 


Complete Extensions 


A joint committee of food proc- 
essors and others in the food in- 
dustry currently is working on ex- 
tensions of the OPA figurés con- 
sidered essential to any adequate 
interpretation of the data com- 
piled on the basis of reports from 
339,325 institutional food users. 

The 339,325 users are only part 
of the total of more than 520,000 
such users registered by OPA as 
of last May. Extensions of the 


OPA data, now being completed 
by the joint committee, will pur- 
port to show the place which the 
larger institutional estabfishments 
hold in the food field, the amount 
of food actually sold to and by 
hotels, restaurants, etc., through- 
out the nation and other figures of 
interest to advertisers, agencies, 
food equipment manufacturers, 
food and institutional publications 
and others. 


Parts Need Clarifying 


Some parts of the OPA data 
and summaries will need further 
clarification for the sake of accu- 
racy or full understanding. Such 
a summary might, the committee 
may decide, be that relating to 
the percentage of institutional food 
users belonging in different classes 
by range of the number of persons 
served. In Table 2 of the OPA 
report, it is shown that the 339,325 
users studied divide as follows on 
the basis of the number of people 
each unit served in December, 
1942: 42% serving from 1 to 1,999 
people; 18% serving from 2,000 
to 3,999; 10% serving from 4,000 to 
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5,999; 20% serving from 6,000 to 
14,999, and 10% serving 15,000 or 
more. 

A breakdown of those figures 
shows, for example, that of the 
6,777 cafeterias covered, only 1,782 
served more than 15,000 meals in 
the month. 

The further studies now being 
conducted will attempt to extend 
such figures to show about how 
many cafeterias, hospitals, factory 
and mill in-plant eating places, 
etc., there actually are in the na- 
tion; how much food, refresh- 
ments, flour, sugar and other ma- 
terial they use, and other infor- 
mation of the kind. 


Study ‘Group IY 


Other significant findings which 
the committee is working with in- 
clude details of the constitution of 
what is termed “Group III,” 
which includes 282,617 or about 
five-sixths of all users studied. 
Group III consists of 88,310 res- 
taurants with bar or soda fountain, 
and 85,022 restaurants without 
fountains; 4,980 hotels with bar 
or soda fountain; 4,770 hotels 
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TUNE, MUSLEr § 


According to phrenologists, that tiny bump 


marked “30,” due north of your 


ear, is all the brain room reserved 


for a person’s figuring ability. 


Whether or not you go along 


with such theories, you'll 


have to agree on one score. 


Nobody’s head is big enough 


to handle business and 


industry's figuring today. 


Luckily, it doesn’t 


have to be. Comptometer 


adding-calculating machines 


take the matter off 


Management's mind, solving 


all sorts of figure-work 


with speed, accuracy 


and 


economy. Felt & Tarrant 


Manufacturing Co., makers 


of the Comptometer, has 


been our client since 1931. 


N. W. AY ER & SON, Inc. Philadelphia, New York, Chicago, Detroit, San Francisca, Hollywood, Beston, Honolulu, London 


without these; 2,820 tearoom. 
16,059 taverns or bars; 2) 499 
church functions (such as suppers 
bazaars, etc.); 20,357 drug stores 
6,479 ice cream parlors; 1,375 + igh; 
clubs; 5,746 boarding houses; 2 2¢¢ 
summer camps; 20,571 frat: nal. 
social or civic lodges and clubs: 
3,169 USO, Red Cross, etc., Units 
and 6,777 cafeterias. 


Cover Hospitals 


The total number of hospitals 
old age homes, mental institutions. 
etc., covered is 7,634. Child fceq. 
ing units like schools, nurscrie 
and orphanages total 22,671; pena) 
institutions total 1,042, and fae. 
tory, construction and  logzing 
camp, mine, firehouses and aij. 
road crew eating places  tota) 
16,927. 

The OPA found, for example 
that among those in Group III 
exclusive of cafeterias, 27,042 each 
sold food to 15,000 or more people 
in the month on which the report 
is based. Table 10 of the report, 
covering this, shows these 27,(4) 
users sold $227,408,984 of all food: 
and refreshments to 936,950,039 
people, with refreshments ac- 
counting for about 10% of the 
gross dollar sales. 

Similarly, for the hospital group, 
December, ’42, sales by the 1,556 
reporting sales to more than 15,000 
people grossed $3,454,568 to 78, 
680,254 people. 

Table 5 of the OPA report shows 
that all the 339,325 institutional 
food users in December, 1942, had 
gross sales revenues aggregating 
$545,993,448 and served 2,44(- 
246,515 persons. Those figures ar 
inclusive of $59,635,987 of refresh- 
ments sold to 587,198,681 of the 
total of persons served. It shows, 
further, that they used a little 
more than 60,000,000 pounds of 
flour in the month. 

Table 6, covering only those 
users each serving 15,000 or more 
persons in the month, grossed 
$297,092,043 in serving a total of 
1,363,380,310 people, including 
$25,217,204 of refreshments sold 
to 295,290,351 people. 

Those in the institutional food 
field express belief that the final 
report being readied will substan- 
tiate their long-held claims that 
perhaps a fourth of all food con- 
sumed in the nation is consumed 
away from home. Data formerly 
published by the Department of 
Commerce and other organizations, 
it is held, have never clearly re- 
vealed to advertisers, processors, 
and others the extent to whic! 
food is sold outside homes. 
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BOX OFFICE 


In 1944 


Buffalo's largest group 
of theatres 
placed 


54.4% 


of their space 
in the 


BUFFALO 
COURIER-EXPRESS 


For “box office” 
results — 


the Courier-Express 
Delivers the Goods! 


[pO EE ow: 


MORNING & SUNDAY NEWSPAPE® 
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S$ ONLY 
ISPAPE® 


Cc” pe 


There he was, a Pfc. in India, badly in need of a comfortable 
place to sit down. A few spare minutes, plus some ingenuity, 
made a wonderful Beach Chair from a broken-down Gi cot. 
Here’s the recipe: Take the good half of a damaged cot, add 
two bamboo poles according to plans shown here, do a 

little lashing at the right points, test the canvas — and 


recline. Ah-h-h-h! By the way, when shall we wake you! 


HALF OF 
DAMAGEO 
cor 


oper 


post AND END 
BOARD DETAIL | 


If Pfc. X is still looking for comfort, along with style, when he 
comes home, he'll thank Mechanix Illustrated for these 

plans. A Maple Bed, Early American Style! 

The lathe work is interesting and instructive. Since he’s found 
he can make usable things with his hands, he won’t 

mind taking extra time and care in making something extra 
nice. The plans “— in the August, 1945, issue of Mechanix 


Illustrated — along with a number of other things 


he will want to know and make. 


OU can look at Mechanix Illustrated in 


several ways. As we’ve shown you here, 


ideas. Mechanix Illustrated is all that. 


Mechanix Illustrated right now is being read 


THE NEWS — 


MAGAZINE — 
THAT GIVES — 
_ MEN IDEAS © 


's filled with practical things to make. These 
ol special interest for shop-hobbyists 
ver ywhere and will fit right into the every- 
ay plans of returning veterans who have 
fared to make things with their hands. 
hi ik of Mechanix Illustrated as a reporter 
in: scientific newsbeat. Think of it as a top- 


ot h reporter — first with the news of new 


by hundreds of thousands of the 
world’s greatest coupon clippers. 
Tell them your advertising story. Tell it to 
the eager new thousands of young men who 
discovered in the service the fun and profit 
of using their hands. Reach all this huge “tell 


’ 


us what to do and what’s new” market by 


using Mechanix Illustrated. 


FAWCETT PUBLICATIONS, INC. 


O°LD’S LARGEST PUBLISHERS OF MONTHLY MAGAZINES, 295 MADISON AVENUE, N. Y. 17, N. Y. 
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SCORE CARD.. 
(For the Third Quarter) 


Here's the order in which the principal candy business papers 
lined up on display advertising accounts and volume for the 
third quarter of 1945: 
INTERNATIONAL 
CONFECTIONER 

2nd Publication 

3rd Publication 

4th Publication | 


While advertising volume of contemporary business papers 
showed little or no change during the third quarter, INTER- 
NATIONAL CONFECTIONER's volume moved up smartly to an 
all-time high, and should further outdistance other media in the 
field as a buyers’ market approaches. Advertisers not only ex- 
pect, but demand a pay-o off on their investment in advertising 
space. 


: INTERNATIONAL CONFECTIONER 
a 80 WALL STREET, NEW YORK 5, N. Y. 


141 accounts — 16054 pages 
104 accounts— 121 pages 
. 92 accounts — 120!/, pages 


87 accounts —85 4/9 pages 


oy a * 
ee a! 
ater 2 


To Head Citro-Chemical 


Charles P. Walker Jr., manager 
of the New York division of 
Merck & Co., Inc., has been elected 
president of Citro-Chemical Cor- 
poration of America, Maywood, 
N. J., subsidiary of Emerson Drug 
Company, Baltimore, effective 
Jan. 1. He succeeds Walter W. 
White, who will retire. Plans to 
realign the corporation and its 
operations are ‘being formulated 
by the parent company. 


Gets Furniture Account 


Artistic Furniture Mfg. Com- 
pany, Cincinnati,°O., has named 
Strauchen & McKim Advertising, 
Cincinnati, to handle its advertis- 
ing and public relations. 


Joins Lewis and Gilman 


Charles W. McMahon, for the 
past 15 years with Armstrong 
Cork Company, Lancaster, Pa., 
has joined Lewis & Gilman, Phila- 
delphia. 
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Morse Named V. P. 


Charles H. Morse III has been 
elected vice-president of Fair- 
banks, Morse & Co., Chicago, in 
charge of research patents, traffic, 
the company’s western pump di- 
vision and Inland Utilities Com- 
pany, Fairbanks, Morse _ subsidi- 
ary. 


Le Roi Appoints Darr 


Le Roi Company, Milwaukee, 
manufacturer of gasoline engines, 
has appointed Robert M. Darr ad- 
vertising manager of both Le Roi 
and its subsidiary, the Centaur 
Company. He joined Le Roi in 
1941 as an instruction manual 
copywriter. 


Sponsors Radio Mystery 


Nature’s Remedy, product of 
Lewis Howe Company, St. Louis, 
is sponsoring “Bulldog Drum- 
mond” over 200 MBS stations. 
Olian Advertising Company, St. 


Louis, is the agency. 


| NASHVILLE TeiBiall 


4 AMERICAN 
: MUTUAL 


4 be Tennesse 
| it 


TENNESSEE 


... and a wide coverage... . 


WSIX in your plans. 


5,000 WATTS 
980 KILOCYCLES 


ee in “Tennessee 


for *POSTWAR 
BUSINESS | 


eae eo a i ‘ 
_ k Radio Daily Survey 


Represented Nationally by 


THE KATZ AGENCY, 


Let's Look at the Record 


Nashville is one of only sixteen cities on Radio Daily's list of American 
cities with an A | rating for postwar business possibilities . . . Nashville's 
gain in population and per capita income since 1941 were above Tennes- 
see's average and the national average as well. Important, too, is the 
fact that retail sales in Nashville jumped 10.4 per cent in 1944 as com- 
pared to the retail sales of the previous year . . . reaching an all-time high. 


In this rich, Middle-Tennessee market—with over a million potential buy- 
ers for your product—WSIX offers a big, attentive audience guaranteed 
by top-notch programs on both the AMERICAN and MUTUAL networks 
It will pay you to include Nashville and 
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4 New Magazir es 
to Hit Newsstand 
by February, 1:46 


New York, Nov. 8.— Fo 
magazines—in as many fie] 
scheduled for publication 
next four months, with a! 
issued from this city. 

Making its debut this m: nth 


ney 


Sports Apparel Magazine 
national merchandiser of mey 
wear,” according to Pu lish 
Victor S. Fox. It will be devote 


exclusively to men’s spor 
casual wear features, designed ; 
retail buyers as well as the ge 
eral public. 

Avon Pocket-Size Book Coy 
pany is planning a magazine } 
the “glamor” field entitled Fasc 
nation. It is scheduled for py 
lication in January or February, 

A new publication in the pack 
aging field, Packaging Design , 
Engineering, will appear in Jay 
uary, published at 171 Madix 
Ave. Advertising rates have 4 
ready been announced, the pag 
rate being $235. 

Exclusive, a new nationa 
monthly picture magazine, slante 
toward human interest  storig 
will reach the stands on Feb, | 
A. Neil Sawyer is publisher, wit 
offices at 275 Seventh Ave. 


Coulter Heads Bruce 


William T. Coulter, vice-pre;j 
dent of Bruce Publishing Com 
pany, St. Paul, Minn., has bee 
named president of the firm. He 
succeeds J. R. Bruce, who wa 
named chairman of the _ board, 
Elected vice-presidents were Ar 
thur W. Cullen and J. R. Brucé 
Jr., captain in the Army ai 
forces, who was recently dis- 
charged after four years’ service 


Opens Fashion Division 

Establishment of a fashion di- 
vision, which will handle the ai- 
vertising of Pacific Coast mani- 
facturers of apparel and_ allied 
products, has been announced }} 
West-Marquis, Inc., Los Angele 
and San Francisco agency. Cari] 
O’Conor has been named to heat 
the division. 


Maine Names Agency 


To handle the State of Maine’ 
recreational and industrial adver- 
tising, Brooke, Smith, French & 
Dorrance, New York, has _ been 
awarded a two-year contract by 
the Maine Development Commi: 
sion, Augusta. The agency ha 
handled Maine agriculture, se 
and shore fisheries and potato ad- 
vertising accounts for eight year: 


Leading Agencies Rely on 
Faithorn 3-in-1 Service! 


We would like to show you 
samples of work that we 
are regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of oper- 
ation. Ad-setting, Engraving 
all under 
ONE roof. Phone or write to 


THE FAITHORN CORPORATIO! 
400 N. Rush St., Chicago 11 
Phone WHitehall 2300 


and Printing... 
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WITHA CITY THAT 


It's an old gag—that one about Los Angeles city 
limits—but there’s actually a sound basis for the 
gags in the fabulous growth of the city. Starting 
with 576,673 in 1920, population has increased to 
1,780,000 today. Now that we have all those people 
... what kind of peacetime jobs can we offer them? 


Los Angeles has always been the aircraft capital of 
the world . . . and it will probably continue to be. 
Motion pictures, apparel manufacturing and agri- 
culture have no reconversion problems. Automobile 
and tire manufacturers are building huge new plants 


“Everybody’s Newspaper” 
in Southern California 


NEWS PAPER OF 


AMERICA‘’S 


ee | 
ryt Myr 


ml 


» 


in this area. Add to them our oil industry, plastics, 
synthetic rubber and steel and you get some idea of 
the tremendous industrial future for our home town. 
Do you get the picture? A young, growing com- 
munity with job opportunities in every conceivable 
trade, profession and industry . . . long-term jobs 
that employ substantial workers . . . workers who 
make up a substantial market. 

Our booklet, “An Eye to the Future,” gives the 
complete story of this fast-growing, exciting market. 
It’s yours at the drop of a postcard. 


THIRD LARGEST 


MARKET 
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The Need for Promotional Facilities 


The degree to which the coun- 
try’s major promotional facilities 
are “sold out” for the remainder 
of this year and for an indefinite 
period ahead, as analyzed in the 
summary of space and time avail- 
abilities presented in this issue of 
ADVERTISING AGE, is at the same 
time encouraging and alarming. 

There has been no visible let-| 
down in promotional activities 
since the end of hostilities. In 
fact, pressure for time and space 
in most advertising media seems 
to have increased, rather than 


declined; and this is a most en-| 
couraging situation, since it indi- 
cates that business management | 
recognizes the prime necessity for | 
continuing and even expanding | 
its advertising, selling and pro-| 
motional activities in order to| 
achieve the high level of sales and | 
national income which is neces-| 
sary to a successful transition to| 
peace. 

At the same time, and precisely | 
for the same reasons outlined! 
above, the fact that advertising | 
media have so little time or space | 
available is in some measure} 
alarming. A shortage of promo-| 
tional and selling facilities during | 
1946 will be as serious as a short- 
age of labor or materials with | 
which to build products. Produc-| 
ers and distributors of all kinds| 
of goods and services will require | 
greater facilities of this kind than | 
ever before. 

ADVERTISING AGE has been un- 
able to fill all demands for adver- 
tising space in its own columns 
for two years, and still cannot do} 
that we can testify 


from | 
personal experience that media 
derive no particular enjoyment 
from a condition which prevents | 


SO, SO 


|of their 


them from providing adequate 
amounts of white space for all 
who desire to use it. Neither 
buyer nor seller likes the situa- 
tion, but the rigid requirements of 
time, in the case of radio, and the 
drastic shortages of paper and 
printing facilities, in the case of 
printed media, pose a condition 
for which no adequate solution 
seems yet to have been found. 

Under these conditions of short- 
ages of promotional facilities, 
media are under the thankless but 
essential obligation to give the 
most serious attention to the use 
facilities. They must, 
obviously, give special considera- 
tion to their old-time customers, 
many of whom have been severely 
rationed on space during the war 
years. They must also give a 
good deal of consideration to new 
advertisers, whose progress and 
success in business may be seri- 
ously impeded if promotion chan- 
nels are closed to them. 

For that reason, we are par- 
ticularly pleased to learn that 
most media have already given 
serious thought to both aspects of 
the problem, and are convinced 


that they will be able to do aj! 


reasonably good job of satisfying 
the demands of old customers, 
while at the same time making 
modest provision for the servicing 
of new customers. 

It is to be hoped that, in the 
field of printed media at least, 
paper and printing capacity will 
shortly become generally enough 
available to provide a truly free 
promotional market, in which the 
volume and extent of advertising 
will be governed only by the 
willingness and ability of the ad- 
vertiser to use it. 


Radio Sheds the Clothes of Youth 


Last week the radio industry 
officially celebrated its 25th birth- 
day, an event which has somehow 
managed to convince us that the} 


“infant prodigy” is no longer an 
infant and therefore perhaps no| 
longer a prodigy. 

Radio has reached full growth| 
and full responsibility, and per- 
haps significantly, it enters its 
26th year with a hatful of new 
ideas, new enthusiasms and new 


problems which give every prom- | 
ise of making the next 25 years| 
at least as interesting and excit- 
ing as those which have gone by. 


A vague picture of the paths 


| FM, 


that radio and its offspring, tele- 
vision, will follow in the years to 
come is now beginning to emerge, 
but it is a daring man indeed who 
would be willing to predict ex- 
actly what the medium will be, 


and how it will operate, 25 years | 


hence. It safe to 


that 


seems 
radio as we have 


predict 
known it 


during recent years has grown to! 


full maturity, and is unlikely to 
record advances of any spectac- 
ular character in the future. But 
television, and to a lesser extent 
seem perfectly willing to 
pick up the torch and carry it to 
heights not yet approached. 


"| thought peace would end our worries|—Now | have to try to figure out what 
shortages might develop from labor troubles!" 


Advertising Age, November 12 1945 


—Lichty, Chicago Times 


New Photo File 

One of the nicest publicity jobs 
to come to this department’s at- 
tention in many moons is that 
which Standard Oil Company of 
New Jersey has just released. It’s 
called “Photo Memo No. 1 from 
the picture files of Standard Oil 
Company,” and that’s exactly 
what it is. As explained by G. H. 
Freyermuth, the nicely printed 
collection of photos is “not a pub- 
lication. It is merely a device to 
help you make better use of our 
photo file. This is only a brief 
sampling of the pictures we have 
on hand, arranged in a story se- 
quence for the purpose of a more} 
coherent presentation. Please note | 
that all pictures are numbered for | 
your convenience, if you should | 
desire to order by mail. Other | 
numbers of Photo Memo will be 
made available to you from time) 
to time.” 

The letter also explains that a 
staff of photographers, under the 
direction of Roy Stryker, has been 
documenting the story of oil and 
is people for some time. In Photo 
Memo No. 1 are picture sequences 
of “trip to the jungle,” dealing 
with people and places in the 
newly developed Venezuelan oil 
fields; “what the well-dressed oil | 
man wears”: “the men who find} 
oil,” and “oil town.” 


bapa Radio Data 
| Station KMBC, Kansas City, 
| has made the most determined ef- 
|fort of any individual radio sta-| 
tion we know to develop a library | 
of historical data on broadcasting. 
|It is currently making its final 
appeal for material by sending) 
out “challenge sheets” listing rec- 
ords it has gathered, so that those 


who would gainsay them may 
— up now or forever hold 
their peace. 


Jobs for Vets 

More and more industries and 
|businesses are helping veterans | 
| by preparing training and job op- | 


| portunity material dealing with 
|their own fields. The latest to | 
reach our notice is “Job Oppor-| 


tunities for the War Veteran in | 


As an indication that G.I.’s 
awaiting the return of civilian 
life are interested in vocational 
' matters, McCandlish Lithograph 


| period of useful life. 


the Air Conditioning and Refrig- 
eration Industry,” 100,000 copies 
of which are being distributed by 
the Air Conditioning and Refrig- 
erating Machinery § Association, 
Washington, D. C. 

It provides a clear, concise view 
of the field, the kind of training 
required, etc., as well as a partial 
list of schools, a bibliography of 
printed material and suggested 
reading, and a list of the 18 mem- 
bers of the association. 


‘Parade’ in Schools 

As an experiment, Parade pro- 
duced a reprint of a 10-page pic- 
ture story, “The 26 Most Fateful 
Days of World War II,” with a 
commentary by John W. Vander- 
cook, and offered it to school au- 
thorities in towns where Parade 
is distributed. Local school au- 
thorities, cooperating with the dis- 
tributing newspapers in Detroit, 
Youngstown, Akron, Newark, To- 
ledo and New Bedford have dis- 
tributed 100,000 copies of the re- 


print, and the technique is likely 
to be used again as occasion sug- 
gests. 


Ad Film in France 


Corporation, Philadelphia, cites 
the fact that its film, “‘The Making 


| around these parts.” 
|market story in his own words, 


of a 24-Sheet Poster,’ was flown 
to France recently at the request | 
of the American Advertising Men 
in France, who showed it at one| 
of their weekly meetings as a part | 
of their advertising course. The 
McCandlish film, incidentally, has | 
been shown to hundreds of busi- | 
ness, advertising and student | 
groups in this country, with de-| 
mand for it continuing at a high | 
level after a comparatively long 


Jottings 

One result of the recent print- 
ing strike in Chicago seems evi- 
dent from a two-column ad in the 
local dailies last week. It an- 


nounced a “complete job printing 
business for sale.” ... 


The following documents 
be secured without charge ‘rom 


companies sponsoring ther or 
through ADVERT:SING AGE, b) any 
national advertiser or adver’ sip 
agency executive writing 0: jj. 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio &. 
Chicago 11, Ill. 


No. 2568. Where Is Your Bic ges: 
Market? 

“Your biggest market,” familie: 
with children, is discussed in this 
miniature booklet, issued by Par- 
ents’ Magazine. The materia] 
starts with a picture graph which 
pigeonholes the five basic mar- 
kets and indicates their relative 
importance as consuming units, 
The following pages go into de- 
tail on each group, showing what 
percentage of all buyers and what 
percentage of population they 
represent, and the yearly average 
of their expenditures. 


No. 2569. Beverage Publications 
of America. 

This brochure has been issued 
by Beverage Publications of 
America, a newly organized non- 
profit association of independentl; 
operated trade publications. The 
brochure outlines the standards 
of practice, embracing editorial 
policy, business procedure and 


journalistic principles to which 
members subscribe. 
No. 2570. Durham Doubles. 

The Katz Agency has _ issued 


this folder describing the Durham, 
S. C., market, the increases in 
population, sales and _ industrial 
activity, and their reflection in 
the circulation growth of the Dur- 
ham Herald and Sun. 


No. 2571. Facts About Your Mar- 
ket. 

Electrical Dealer has issued this 
market study, which gives manu- 
facturers of radios and appliances 
a wealth of facts about their mar- 
ket and the relationship of busi- 


|ness paper advertising to success- 


ful distribution. In addition 1t 
figures on metropolitan and rural 
markets, and how business was 
shared by retailers, the booklet 
contains an analysis of Electrical 
Dealer’s editorial policy and cover- 
age of the market. 


No. 2517. This Is Fort Smith. 
This new market folder, issued 
by the Southwest American, Fort 
Smith Times Record and South- 
west Times Record, Fort Smith, 
Ark., introduces Bill Dilly, who 
describes himself as “kind of 2 
happy medium of most of the fo'ks 
Bill tells the 


and the text is interspersed w th 
photographs, and statistics on ‘he 
people, industries, resources, po't- 
war outlook and so on. 


No. 2508. Tracking Down. 


Findings of a survey of read rs 
of Macfadden Men’s Group—\ 
they are, their occupations, a; 


|incomes, standards of living : 


brand preferences—are tabula °¢ 
in this booklet, issued by M c- 
fadden Publications. 


No. 2461. From Trees to Print ‘9 
Presses. 

Kimberly-Clark Corporation 
issued this brochure, which t 
the story of paper making fr 
selection of wood and its prepa 
tion at the mill to the finis! 
product. Illustrations show act 
mill operations, and text descri! 
various steps in the paper-mak 
process. Several types of printi 
presses, currently used, are illt 
trated, with diagrammatic sketct 
showing paper traveling throu: 
the presses. 
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FOR 69 YEARS CHICAGO'S 
HOME NEWSPAPER 
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We 


The Smokestacks 
Are Still Smoking 
In ‘‘DILLY-LAND”’ 


War babies were few in great Fort Smith Arkansas area. Sure our industries 


worked for the war effort but they just kept right on producing and manufac- 


turing their regular products for Uncle Sam. Now that it's over 


for peace-time trade 


We’re Ready— 


Are You? 


Yes, we're ready. 
We're working full- 
time. We've got 
plenty to sell and 
we're ready to buy 
what you hove to 
offer! 


“BLVD th 


P.S.: You can reach us, os usual, 


through the Fort Smith papers. 


we're working 


producing and manufacturing for civilian consumption. 


ARKANSAS 


Southwest American 


FORT SMITH TIMES RECORD 


31.016 ABC 


Morning, Evening and Sunday 


$ Record 


jSouthme gt Cime 


the ONLY 


advertising medium that reaches the Fort 


Smith area with EFFECT and that's a fact! 


Represented by BURKE, KUIPERS G MAHONEY, INC 


To Launch Business Paper 


Nation’s Schools Publishing 
Company, Chicago, next April 
will publish the first issue of Col- 
lege and University Business, 
which will have an initial guar- 
anteed circulation of 5,000 among 
business officers, purchasing 
agents, buildings and grounds sup- 
erintendents and dormitory direc- 
tors in colleges, universities and 
residential academies. The new 
magazine, having a trim size of 
8%x11% inches, will be com- 
posed of 49 pages of editorial mat- 
ter running consecutively begin- 
ning with the second cover, fol- 
lowed by a solid section of adver- 
tising, with a list of advertisers 
and four final pages on new 
products. 


Amperex to Kaufman 


Amperex Electronic Corpora- 
tion, Brooklyn, maker of elec- 
tronic tubes, and _ independent 
subsidiary of North American 
Phillips Company, New York, has 
;}named Frank H. Kaufman & Co., 
|New York, as agency, effective 
|Jan. 1. The company currently 
/uses business papers in the elec- 
| tronics and communications fields. 


Gen. Bradley Asks 
Ad Support for 


Vet Asset Drive 


New York, Nov. 8.— General 
Omar S. Bradley, administrator of 
veterans’ affairs, is appealing to 
business men throughout the 
country, through the Advertising 
Council, to back the current vet- 
erans’ assets campaign and make 
our returning soldiers “the most 
constructive force in America.” 

Pointing out that veterans “bring 
with them training and skills ac- 
quired in their service which are 
of tremendous value to American 
industry,’ Gen. Bradley asked 
advertisers to help acquaint “busi- 
ness men, employers and the gen- 
eral public’ with “this new knowl- 
edge gained by these men and 


women in the service of their 
country.” 
The council has prepared a 


campaign guide for advertisers on 
veterans’ assets, the material sup- 
ervised by Philip J. Kelly, Car- 


“, 

Action-Provoking CG 
There’s a knack of getting into the front parlor of your neighbor’s ° 

home. . . of provoking prompt attention and action. That’s - ; 
7 : ° gional outlook . . 

where your advertising message belongs for maximum results . 
. . right in the front parlor of your market, amidst neighborly a 
surroundings. The B. R. D. G. is very much like that. Each of the five ° 


great drug journals that comprise the B. R. D.G. is a warm, 
friendly journal, where interested readers find local names 

they know, local news they believe in . . . written in the local 
language they speak and understand. Your advertisement presented 
to these intensely loyal B. R. D. G. readers means business 


RN 
ORTH WESTE 
NOY PRUGGIST 


. in fast and profitable sales action. 


BASIC REGIONAL DRUG GROUP 


p— 


GROUP OFFICES: 2642 


om 


SOOO 


nos 


ciation. Regardless of what other 
papers you plan to use, the 
B. R. D. G. belongs at the top of 


. 
e 
* your media list. 
° 
e 
. 


PACIFIC DRUG REVIEW 


NORTH WESTERN DRUGGIST 


THE APOTHECARY 


The potent pulling power of the 
B. R. D.G... . with its unique 


home-town flavor and proud re- 


duplicated by any other trade 


papers, national, state or asso- 


. cannot be 


SOUTHERN PHARMACEUTICAL JOURNAL 
SOUTHEASTERN DRUG JOURNAL 
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UE + ST. PAUL 4, MINNESOTA 


-| Mass. 


GAS COMPANY SIEGHMATURE 


IN PRODUCTION—This ad on the new 
Servel gas refrigerator which is now 
in production has been released to gas 
utility companies and other distributors, 


stairs Distillers, as coordinator, 
and Ted Bates, Inc., as volunteer 
agency. Allan M. Wilson is coun- 
cil staff manager, and production 
costs were contributed by Sea- 
gram-Distillers Corporation. 


Parker Heads Tetley Tea 


Edward C. Parker, formerly 
with Loomis, Suffern & Fernald, 
New York, certified public ac- 
countants, has been elected presi- 
dent and director of Joseph Tet- 
ley & Co., Inc., New York, suc- 
ceeding J. Graham Wright, who 
retired after 40 years’ service. 


Two Appoint Modern Age 


Princess Pat Underwear Com- 
pany and Arthur Posner Dresses 
have appointed Modern Age Aqa- 
vertising, New York, which has 
recently resumed business. 


‘News’ Ups Pollock 


Arthur G. Pollock, editor of the 
Los Angeles Daily News since 
1924, has been appointed business 
manager, succeeding Orville E. 
Schwarz, resigned. Fred M. Bald- 
win replaces Mr. Pollock. 


Joins Graton & Knight 


Frank Macone has been named 
merchandising manager of Graton 
& Knight Company, Worcester, 
He was previously in the 
advertising department of Lever 
Bros. Company, Cambridge, Mass., 
and assistant to the executive vice- 
president and general manager of 
Snow-Nabstedt Gear Company, 
New Haven, Conn. 


GET THE 
CLIPPINGS — 


News Items—Publicity 
—Retail Dealer Ads— 
Editorials. We read 
5,000 Newspapers and 
Magazines. Each Clip 
Mounted on Slip 


Showing Name—Date 
—Circulation of Pub- 
lication 


165 Church Street, N.Y.C. 7, 
- BArclay 7-5371 
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SHE guides his planning 


[ntelligently planned consumer research 
enables the man at the designing board 
to find out from the woman in the home 
how the products she buys and uses can 
be made better. It is the partnership of 
man and woman at work in one of its 
most practical aspects. 

This partnership has developed better 
homes, better appliances. better textiles. 
better foodstuffs—as the man who makes 


the product has sought the approval of 


HE plans the improvements 


the woman who influences its purchase. 


A Better Magazine, Too 
Since 1934 MecCall’s has employed this 
same resultful technique in its own re- 
search. A consumer study is conducted 
every month by personal contact with 
women in their homes. These studies en- 
able McCall’s editors to build a magazine 
which reflects. to a unique degree. what 
women think and want. This understand- 


ing of its audieace explains why ideas 


move so effectively from McCall's pages 
into the minds of its readers. 

For the women in more than 3.500.000 
homes MeCall’s is not only a source of 
entertainment, inspiration and guidance 


— it is actually a magazine they live by. 


M(MG | 


THREE MAGAZINES IN ONE 
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Know the "A-B-C's" of good Radio Coverage! 


IN KVOO'S DAYTIME HALF-MILLIVOLT 


98% 


as great as 
ENTIRE STATE OF 
OKLAHOMA 


including bonus counties in 

Missouri, Kansas and Arkansas, 

making the KVOO market — 
Oklahoma's No. | Market. 


50,000 WATTS : 
TULSA, OKLAHOM 


Greenfield Exhibits 


Albert Greenfield, brand man- 
ager in the advertising depart- 
ment of Cresta Blanca Wine Com- 
pany, Los Angeles, has loaned his 
collection of photographs of South 
American and West Indies sub- 
jects for exhibition at the Co- 
lumbia Square, Hollywood, in 
connection with a “Salute to 
Latin America” exhibition spon- 
sored by the Latin American 
Consular Corps and Pan Ameri- 
can World Airways. 


NAB Forms New FM 
Division Under Bartley 


As a result of the absorption 
Nov. 1 of Frequency Modulation 
Broadcasters, Inc., into the Na- 
tional Association of Broadcasters, 
the NAB has formed an FM de- 
partment under the direction of 
Robert T. Bartley, who continues 
as NAB’s director of government 
relations. 

First aim of the new depart- 
ment will be to “secure the as- 
signment of sufficient additional 
FM channels so that broadcast- 
ing may develop in the public in- 


Advertising Age, November | 


without the artificial barriers, re- 
straints and regulations now im- 
posed upon it.” All FMBI mem- 
bers wiil be granted NAB mem- 
bership, and headquarters of the 
NAB FM department will be in 
FMBI’s Washington offices. 


Frigidaire Adds Line 


Frigidaire division of General 
Motors Corporation, Dayton, O., 
has added a complete line of re- 
frigerated cases and fixtures to 
its commercial refrigeration prod- 
ucts. The cases will be available 
in 10 styles and sizes after Jan. 
1, 1946, and six models of reach- 
in refrigerators will be available 
next month. Walk-in coolers will 
be placed on the market at a time 
to be announced later. 


Starts Sales Clinic 


The Houston Sales Managers 
Club has joined the University 
of Houston and the Harris County 
Economic Development commit- 
tee in sponsoring the Houston 
Merchants’ Retail Sales Clinic & 
Institute which has as a primary 
purpose the teaching of the basic 


terest to its fullest potentialities | principles of selling. 


THE STUFF WHICH SALES ARE MADE 


Dreams and bread, while poles apart, are two of 
man’s basic needs. Hence, the weaving of dreams 
and the selling of bread are combined, with 
conspicuous success, in “The Dream Weaver’’.. 
a unique KDKA origination which has been 
sponsored for the past five years by the Braun 
Baking Company, of Pittsburgh. 


“The Dream Weaver’.. 
hour heard daily, Monday through Friday.. 


a morning quarter- 


features the poetry of KDKA’s gifted Marjorie 


Thoma. 


OF 


Her homey, sentimental verse, in the 


Edgar Guest manner, is read with feeling by 


Announcer Paul Shannon, and appropriately re- 


inforced by Bernie Armstrong, at the console. 


Mail-pull and sales from this series prove that 


dreams have their substantial side. 


Braun loaves 


nourish a considerable portion of KDKA’s vast 


listenership.. which, since man does not live 


by bread alone, is likely to be interested in your 


product, too! 


WESTINGHOUSE RADIO STATIONS Inc 


KEX = KYW 


PITTSBURGH 
£.$0,000 WATTS —_, 


REPRESENTED NATIONALLY BY NBC SPOT SALES—EXCEPT KEX 


WBZ © WBZA °* 
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KDKA 


* KEX REPRESENTED NATIONALLY BY PAUL H. RAYMER CO. 
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NIAA Breakdown 
of Industrial Ad; 
Shows Few Change 


Chicago, Nov. 6.—Ind ‘strj, 
companies advertising in pt blicg 
tions directed to industrial ma; 
kets currently spend about two 
fifths of their advertising fung 
in that medium, about the sam 
proportion as spent last year, »& 
cording to a survey of “Industri 
Advertising Budgets for 1gq4y 
made by the National Industria 
Advertisers Association. 


Direct Mail Used by 72 


Eighty-seven companies repo; 
spending 39.12% of ad budgets jy 
industrial publications in 194 
and, as of Oct. 1 estimates, ar 
spending 39.33% in this mediuy 
this year. An additional 8.8% 
budgets in 1944 and 8.65% ; 
1945 has gone toward preparin 
the display insertions in the ip 
dustrial publications. 

Sixty-two companies report us 
this year of publishers’ consoli. 
dated catalogs, space costs of 
which are running to 5.41% of 
budgets, compared with 5.53% iy 
44. Direct mail, used by 72 of 
those reporting, currently account; 
for 9.83% of budgets; production 
of catalogs, reported by 61 com. 


panies, currently accounts for 
13.86% of their budgets; space in 
magazines reaching the general 
public currently accounts for 


26.73% of budgets of the 29 com- 
panies using this medium, and 
administrative expenses account 
for 13.21%, 63 companies report 


Shows Ad, Sales Percentages 


The survey includes estimates 
by 82 companies of the percentage 
of their gross sales spent for ad- 
vertising this year, arranged }y 
product classification. Percentage: 
range from 3.02% being spent 
by makers of building material 
to .85% spent by makers of fab- 
ricating materials. Similar esti- 
mates of the relationship of sell- 
ing expenses, exclusive of adver- 
tising, to gross sales range from 
15.34% for makers of operating 
supplies to 4% for makers of 
fabricating materials. 

Forty-six companies report that 
their ad budgets have increased 
this year, greatest increases being 
reported in the accessory and 
major equipment fields. Seven 
companies reveal smaller budgets, 
and 34 report no change. 

A similar survey was publishe¢ 
by NIAA last January covering 
industrial ad budgets in 1942, 
1943 and 1944 (AA, Feb. 1). The 
new survey may be obtained (0! 
$2 from the NIAA at 100 E. Onio 
St., Chicago 11. 


ADVERTISING 
MANAGERS 


.-. point of sale display 
material installed natie: - 
ally in retail outlets by 
our trained missionar ’ 
men with or without car: 


Complete facilities throughout U. $. and Cana 


Advertising Distributors of Am 


NEW YORK: 400 Madison Avenue 
CHICAGO: 20 East 8th Stree! 
ST. LOUIS: 1918 Washington Ave. 
TORONTO: 1162 Dundas Street W. 
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t for ad- 
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ge Cleveland Electric Illuminating Company 
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” OF Connecticut Development Commission 

eer Maine Development Commission 

fied for Massachusetts Development Commission 

a Metropolitan Oakland Area 

N G New York State Department of Commerce 
State of North Carolina 
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splay Richmond (Calif.) Chamber of Commerce 

tics - San Jose Chamber of Commerce (200,000 | CUARANTEE) 

s by State of Tennessee Po a 


United Gas Pipe Line Company those who O. K. both 


par: "" . . I read it each week and 
a Ucnk it is one of, if not the 3 
best magazine published for First 8 months, 1945 
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corporate and family buying 


7 a a - he ai alae Damel W. Ashley 

‘:3e President Vice Preside "Leone of set 
; 4 - ‘ : ; : [a ce resident nm Charge 0} Advertising 
Am Th MAS A. EDISON, INC. State Developments are very wary of advertising values. 30 Rockefeller Plaza, New York 20, N.Y. 
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; AMERICA'S 
LEADING STORES 


Want to be popular this christmas? Here's how. Locate this Esau! inrist- 
mas Display the win jeading store nearest yOu: (See list). eMay Co A 
Hurry inside. stop. Shor. You'll find the cream of the gift crop right out The Stew Dry Goods 
| of the colortul PE es of gift su cong from Esquire — ica’s. famous ville, Keatues? 
‘ os ee will Ot sarees 0 ee Mass. Weinstyee, ei 
| gift guide. A the favored es on your gift list will prize your present Kennedy & Tne —Lyan, Mass. mento, California 
twice 3S se it’ Esquire-insb! Floyd C aE achester. N- H- Stix, Baer & Fuller—St; Louis, Mo. 
nil A- Halle Memphis, Tenn The Golden Rule—St; Paul, Minn. |. 
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promotes. sates. 


for national advertisers 


from the windows of 


123 leading stores to 
30,000,000 holiday shoppers 
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Esquire, the public’s guide to quality buying sent Santa Esky to pro- = Mer , 


Sufe 


: ° %_. “ ct may 
mote famous brand name merchandise thru the windows and over tile ttre Crris™ 


the counters of the country’s most important stores. Millions of gift- 
minded buyers, in every primary retail center will purchase the 
attractively displayed products. Similar “gift right’ quality mer- 


chandise will be shown in the great holiday issues of Esquire. 


This advertising tie-in is the product of the close association between 
Esquire and fine stores from coast to coast. In tune with these great — 
retail establishments and other American business, Esky has gone 
back to active selling. See the Santa-minded Esky in store windows... mer 


on store counters...in store newspaper advertisements...helping to 


solve the holiday gift problem of the nation with brand name products 


“as seen in Esquire”’. 


- 
~ 
mee, 
— eee 


These Esquire tie-in advertisements 
will be seen by millions of people in 
metropolitan newspapers through- 
out America. 
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‘Monitor’ Airs Show 


Christian Science Publishing So- 
ciety, Boston, will sponsor a quar- 


EVE’ CATCHERS 
FREE! wouis.t 


collection 
adv. 


business 


ing subscripti lan. 
NOT STOCK. Cc 


obligations. 
salesmen. 


EYE*CATCHERS, Inc. 
10 E, 38th Street 
New York 16, N. Y. 


pe iia 


Sell it with MOSS 
PHOTOS ' 


1,000 lets. Ne order tee 
amall. Posteards, 20. We 
photograph overything. 
Super special: mount- 
ed blowups,20x30,$2.50; 
30x40, $3.85; 40x60,$6.50. 


ter-hour news show on behalf of 
the Christian Science Monitor 
over American Broadcasting Com- 
pany facilities beginning Dec. 1. 
The show will be heard coast to 
coast, but not full network, Sat- 
urdays, 6:15-6:30 p.m., EST. Edi- 
tor Erwin Canhan will be featured. 
Alley & Richards Company, Bos- 
ton, is the agency. 


-|Revere Shifts Show 


Revere Copper & Brass, Inc., 
New York, will sponsor a new 
dramatic show, “Exploring the 
Unknown,” beginning Dec. 2. The 
program replaces “Human Ad- 
venture,” and will be heard at 
the same time over MBS, Sundays, 
9-9:30 p.m., EST. St. Georges & 
Keyes, New York, is the agency. 


Promotes Whiz Bar 


Paul F. Beich Company, Bloom- 
ington, Ill., manufacturer of Whiz 
and Pecan Pete candy bars, has 
opened its fall and winter poster 
campaign featuring a large illus- 
tration of the Whiz candy bar. 
Over 1,800 postings have been 
ordered, coast to coast. Kane Ad- 


vertising, Bloomington, IIl., is the 


agency. 


Compton Promotes Kemp 


Frank Kemp, formerly head 
time buyer of Compton Advertis- 
ing, New York, has been ap- 
pointed media supervisor on Proc- 
ter & Gamble accounts, succeed- 
ing Murray Carpenter, who will 
leave Dec. 1 to become vice-presi- 
dent and general manager of 
WPOR, Portland, Me., ABC affil- 
iate. Bill Maillefert, recently re- 
turned to Compton after two years 
with the Army transport service, 
succeeds Mr. Kemp. ; 


India Papers to Powers 


Joshua B. Powers, Inc., New 
York, has been appointed interna- 
tional representative of three daily 
newspapers published in Madras, 
India, by the Free Press of India 
Ltd. They are the Indian Express, 
published in English, the Dhina- 
mani, in Tamil, and the Andhra 
Prabha, in Telagu. 


Hartner Named 


George W. Hartner, supervisor 
of National Electric Pieduatte Cor- 
poration’s priority division, Pitts- 
burgh, has been named sales pro- 
motion and advertising manager. 


_ 

* 
J 
“i 


“Maybe I'll never see your ads in the-large 
national publications—! live in Small Town 
America.” Even a large list of general magazines 
(5 Weeklies, 3 Monthlies, 5 Women's) 
giving you an Urban population coverage of 
142.27%, gives you a Small Town-lunder 2,500) : 
population coverage of only 75.02%. 
But adding GRIT increases coverage in 
the under-covered areas to 82.08%. 


_ EYee, GRIT is the only publicdlign So pel more thon 
| 75% of its circulation into this important 


%, ee 
eh . market, So—if you want Small Town 
Z : - [> Americans te know your product—advertise 
az in GRIT and watch your sales climb! 
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“The Dead Lie Still” is the gruesome title of the first myst. -y 
novel by William L. Stuart of Young & Rubicam, published y 
Farrar & Rinehart. It’s already on the stands... 

Pauline E. Mandigo, only woman director of the Nat’l Ass’n 9; 
Public Relations Counsel and v.p. of the Nat’l Safety Council, j is 
honored Nov. 5 by the American Woman’s Association, which gee 
her the 1945 award for eminent achievement “in public relatio.s, 
civic activities, and in encouraging American women to assu: je 
greater responsibilities in public life.” . . 

Coming out of the north woods Aug. 16 (two days after V-J Diy, 
you may remember) after a fishing trip, Ed Perrin of Harry \, 
Loudon Adv. (McCann-Erickson previously) and a friend asked a 
local trapper for the latest war news. Bit by bit, between observ - 
tions on the best fishing spots, the trapper admitted the Japs had 
quit. Ed asked about the Japs in Manchuria, to which the trapper 
replied, “They quit too. Forgot to say Russia came in. The fishing 
be a lot better except for that damn Conservation Commission 
raisin’ the limit on beaver. . .”. The whole conversation is in the 
November Reader’s Digest. . . 

More than 250 distinguished guests—Cabinet members, ambassa- 
dors, and diplomats—turned out at the luncheon in Washington 
honoring Eugene Meyer, publisher of the Washington Post, on his 
70th birthday Oct. 31. .. And more honor in the publishing field 
was tendered Nov. 7 when 44 employes with Macfadden Publica- 
tions for 20 consecutive years 
were given a special dinner — 
among them: O. J. Elder, pres.; 
H. A. Wise, v.p. in chg. of ads, 
and Walter Hanlon, ad. mgr. for 
the women’s group... 

Gene M. Ross, prod. traffic 
mgr. for Fawcett Publications, 
was married recently to Lt. F. R. 
Woerner in New York’s Little 
Church Around the Corner. 
With her resignation, Berna- 
dette Daily, of Lewis and Gil- 
man, takes over the Fawcett 
300... 

Louis H. Peterson, pres. of 
WSSV, Petersburg, Va., is pres. 


of the Kiwanis Club for 1946... 

C. S. Young, gen’l mgr. of 
WBZ, Boston, and WBZA, 
Springfield, Mass., was given a 
surprise luncheon at the Engi- 
neers’ Club, Boston, the first of 
this month, in celebration of his 
20th year with Westinghouse. 
He received a 20-year service 
pin from Frank L. Nason, New 


JURY—Judges in Charm's ad and win- 
dow display contest are shown select- 
ing, for first prize in the advertising 
section, Myrtle Wharton's entry for 
Harvey's, Nashville. Left to right are 
Abbott Kimball, head of Abbott Kim- 
ball Co.; Mary Lewis of Mary Lewis, 
Inc.; Ruth Potter, Philadelphia Charm 
advisory committee, and Harriet Ray- 
mond, ad manager of Celanese Corp. 
of America. 


England district mgr. of West- 
inghouse Electric Corp., and was made a member of the company’s 
Veteran’s Association. .. 

After serving nearly two years in the China-Burma-India theater, 
Capt. David G. Taft has returned from Calcutta. The son of Hul- 
bert Taft, publisher of the Cincinnati Times-Star, Capt. Taft was on 
the sales staff of Station WKRC before enlisting. . . Craig Miller, 
formerly with the ad dept. of the Maytag Company, Newton, Ia., 
has been promoted to lieutenant commander in the Navy. He has 
been in charge of the Navy information office in Des Moines for 
Iowa and Nebraska... 

Leonard Raymond, pres. of Dickie-Raymond, Boston, was a pas- 
senger on the first commercial flight by a regularly scheduled land 
plane between North America and Europe—an American Airlines 
flagship—which took off from Bedford Airport Oct. 23. .. Gustav K. 
Brandborg, commercial mgr. of KVOO, has been elected president 
of the Tulsa Kiwanis Club . . . and Sterling Peacock, v.p. of N. W. 
Ayer in Chicago, has been elected to the board of directors of the 
Illinois State Chamber of Commerce. . . 

Such-Is-Fame Dept.: Charles Luckman, president of the Pepsodent 
division of Lever Bros., graduated from the architectural school o! 
the University of Illinois in 1931, and a recent university publica 
tion named him as one of the most successful architects ever gradu- 
ated by the Illini... 

Graham Patterson, publisher of Pathfinder and Farm Journal, ha 
added trustee-at-large of the National Society for Crippled Childre 
& Adults to his long list of extra-curricular interests. Graham, fo1 
merly pres. of the Poor Richard Club in Philly, is also vice-chairma 
of the American Committee on Famine in China, chairman of th 
Philadelphia area of the United Negro College Fund, and chairma 
of the board of the Metropolitan Philadelphia Society for Cripple 
Children. . . 

Gerry Murray, with Young & Rubicam’s radio publicity, will b- 
married Nov. 29 in the Lady Chapel of St. Patrick’s Cathedral, Ne 
York, to Sgt. Ernest E. Engel, AAF, at present a gunnery instruct: 
at Harlingen Airfield, Tex. .. Bob McCallum, art director of A: 
derson, Davis & Platte, has a one-man show open to the public : : 
the agency’s Rockefeller Plaza offices. . . 

Capt. D. M. Daley Jr., a former Lennen & Mitchell acc’t exec 
is in Washington after a three-month tour of duty in Europe as he: 
of a group of five technical experts writing a series of War Dep 
manuals on transportation operations. .. Prof. Alexander Dorn: 
of Brown U. is writing a book on ultra modern-style advertisi: 
based on ideas held by Herbert Bayer, v.p. in charge of art and i! 
dustrial design for Dorland International-Pettingell & Fenton... . 

Martha Carolyn Nicholson, daughter of Hammond Burke Nicho! 
son, Coca-Cola’s v.p. in charge of bottling sales, was married Oct. | 
in New York to Lt. Owen Russell Worley, AAF, of Jackson, Miss. 
On Oct. 20 Dorothy Jane Mahoney, daughter of Stephen P. Mahone 
of the publishers’ rep. firm of Burke, Kuipers & Mahoney, w: 
married in Scarsdale, N. Y., to Lieut. Alfred Hall Jr.. USNR A 
Arm... « 
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Don’t miss the boat in California’s 


BILLION DOLLAR VALLEY OF THE BEES 


Senay MORE PEOPLE than live in Oregon. Give them an Effective all those retail sales are made. Add the three McClatchy news- 
Buying Income bigger than Boston’s. Let them spend more on papers to your California schedule — The Sacramento Bee, The 
retail sales than all Clevelanders. Put them in a great inland Modesto Bee, The Fresno Bee. 

California Valley, and what do you get? 

The Billion Dollar Valley of the Bees. 

No “war baby” area, the vigorous Valley continues to grow 
in sales appeal . . . since last year raised its Effective Buying In- 
come 16.5% to a whopping $1,714,990,000 .. . upped its retail 
sales to a healthy 876 million.* 

What’s the advertiser’s password to this sales paradise? Me- 
Clatchy. It stands for the three /ocal newspapers that blanket most 
of this empire of farms, forests, mines and industrial plants. Be- 
cause Valley people do live well inland, they read and heed these 
local papers of Sacramento, Modesto and Fresno. To them a coast 
newspaper has as little appeal as a Philadelphia paper to a New 
Yorker. 

Tell your story in the area where live 83% of all these people 
... where 81% of all that EBI is‘concentrated . . . where 88% of 


Have you something to sell to farmers? Then let 
the McClatchy Bees introduce you to some of the 
most prosperous ones. Four of the nation’s five lead- 
ing farm counties are in this Billion Dollar Valley, 
where in 1944 farmers grossed $830,064,000. That's 
2, 1¥2 times the farm dollars earned in all six New 
=)” England states combined.* 


"Sales Management's 1945 Copyrighted Survey 


NEWSPAPERS [im 


National representatives .. . O'MARA & ORMSBEE, INC. | 
New York « Los Angeles « Detroit « Chicago » San Francisco 
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Science 


@ ILLUSTRATED 


, 


THE NEW MAGAZINE THAT 

LINKS SCIENTIFIC ACHIEVE- 

MENT WITH BETTER LIVING 
FOR EVERYONE 


... to satisfy the 


In four short years a whole new world has been born. Elec- 
tronic developments, alone, have created a giant new industry 
... to rival the pre-war auto industry. People’s thinking has 
changed, along with their ability to comprehend the amazing 


developments of science. 


These four years of war have produced a definite new interest 
among millions of people... an interest unsatisfied by any 
other magazine published. Army and Navy training, war- 
production jobs, wartime publicity, have made people caget 
to know more about the scientific facts underlying new de- 


velopments. 


The purpose of this new magazine will be to furnish men 
and women with the information they want... excitingly told 
in color and pictures scientifically accurate, and interpreted in 


terms of better living. 
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1. The atomic bomb and electronic develop- 
ments have reshaped the future of the world, 
opened up to millions the new world of science. 


2. Millions are coming out of the armed forces with 


new technical training, new interest in science. 


_=— =a ae eee ee ee ee ee ee ee ee ee ee ee ee ee ee a ee ma aE wee wae ae Tee ae SE SE ee ee ee ee ee ee ee ee ee le 


3. War plant training has given millions of people 4. Business and industrial executives are brought face- 


new interest in, and new ability to understand to-face with the challenge and opportunities of new 


materials, methods, equipment developed by science. 


and use, the amazing developments of science. 
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war-created interest of millions 


SCIENCE ILLUSTRATED will have a distinguished staft of 
consumer-wise editors . . . men who combine scientific back- 
grounds with years of experience on general magazines. 


Heading the editorial staff are: Harley Magee as Editor, Dexter 
Masters as Editorial Consultant, and Dr. Gerald Wendt, formerly 
full-time Science Consultant of Life-Time, as Editorial Director. 


Behind these men are the tremendous resources and unequalled 
facilities of the McGraw-Hill organization, providing these 
important assets: 


1. A staff of 196 editors who are experts in many specialized fields. 
(No other publisher is as great a clearing house for scientific 
information.) 2. A world-wide news-gathering set-up. (SCIENCE 
ILLUSTRATED is assured of a never ending stream of up-to- 
the-minute material.) 3. Financial security. (Important to assure 
the continuity and success of any new magazine during its forma- 
tivé months.) 


Reaches An Alert, Demanding Audience 
SCIENCE ILLUSTRATED will give broad class-in-mass coverage. 
Mass circulation—and at the same time selective . . . selective 
of the science-activated people who lead the buying parade, 
who are keenly alert to new ideas, who are usually the ones to 
buy things first. 


Tomorrow, progress-minded people will be the ones who are 
going to be the first to buy the new, improved products that 
American inventive genius produces. And remember: such 
people are centers of influence and decision wherever they are. 


Such people are your Customers .. . such people are our readers! 


Ask to have a representative tell you more about this new and 
different market. Write to Science Illustrated, 330 West 42nd 
Street, New York City. 


COMING IN APRIL 
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Kenney Promoted 

Robert P. Kenney, in charge of 
technical service of B. F. Good- 
rich Chemical Company’s foreign 
business and all lend-lease ship- 
ments, has been made manager of 
the company’s international sales. 


Joins Olmsted & Foley 


Clarence H. Russell, formerly 
vice-president of Myer Associates, 
Inc., Minneapolis, has been ap- 
pointed account executive and di- 
rector of merchandising of Olm- 


sted & Foley, Minneapolis agency. 


Storke Advises 
Mutual Action 
by Ad Industry 


Tucson, Ariz., Nov. 6.—Declar- 
ing that advertising’s common 
problems can be solved through 
cooperation, Charles A. Storke, 
president, Pacific Advertising As- 
sociation, yesterday pointed out 
the growing strength of advertis- 
ing clubs and associations. 

Mr. Storke’s talk was given be- 
fore the Tucson Advertising Club, 
as one of a series of 29 appear- 
ances he is making before adver- 
tising clubs in Colorado, Utah, 
Idaho, Washington, Oregon, Cali- 
fornia and Arizona. 

“As media ownership and man- 


Advertising Age, November 12. 1945 


agement criss-cross, it is becom- 
ing more and more obvious that 
we can accomplish more in work- 
ing together than we can by quar- 
reling,” Mr. Storke said. “The 
growing strength of advertising 
clubs and associations in the West 
and elsewhere is proof that we 
have common problems — prob- 
lems that go beyond media and 
encompass both buyers and sell- 
ers of advertising. 


Asks ‘Constructive Competition’ 


“I think it is typical through- 
out the advertising industry that 
the day of slugging competition 
between media is becoming a 
thing of the past. Constructive 
competition is healthy and a part 
of the American system, but de- 
structive competition hurts us 
all.” 

Asserting that to reach our 
postwar economic goal, public 
faith in industry must be estab- 


lished, Mr. Storke said: “The re- 


furnish the facts. SuccessFuL FARMING, Des Moines, New York, 


er 


i 


The Ham and Egg Mountains... rise in the 


Statistical Range, extend from the Great Plains plateau 


to the Northeast seaboard . .. are contour mapped only 


to the crop reports, stand invisible over the level and rolling 
al thirteen Heart States, above New York and Pennsylvania 
—from which states come 80% of the ham, 62% of the eggs for 
the favorite U. S. breakfast—important items to the 43% of 


U.S. farmers in the area which earns 52% of U.S. farm incomes. 


Endowed by nature with the deepest topsoil deposits and the 
kindest climate belt in the temperate zones, these fifteen states hold 


- SUCCESSFUL FARMING’s more than a million subscribers... farm families 


with the largest investments in land and equipment, the highest yields, cash 


income and profits—plus four years of saving, and a margin of 
income over expense which make this group the world’s best 


class market today... make SuccessruL FARMING the major 


medium to a major part of the national market too important to 


be longer ignored by any national advertiser. Any S. F. office can 


Chicago, Atlanta, 


San Francisco, Los Angeles 


sponsibility of maintaining ang 
developing the people’s confi: nee 
in the ability of American | yj;_ 
ness continually to provide a: jp. 
creasing standard of living  4)), 
directly upon advertising. w, 
could call it a public relation: jo} 
that must be done for busine by 
advertising. 


Can ‘Sell’ Confidence 


“Our experience during ihe 
past four years in carrying to the 
public the need for individual nq 
mass support of the war effor: js 
proof that advertising perform; 
effectively other functions tap 
the merchandising of goods and 
services. Just as we sold the 
American public confidence in jt; 
ability to meet war problems can 
we sell the people confidence jn 
our system of free enterprise and 
its ability to maintain and im- 
prove their standard of living.” 

Advertising’s postwar job is to 
foster a desire for a still higher 
standard of living, he said, and 
research now under way by busi- 
ness aims to avoid periodic ca- 
tastrophes. Advertising is fur- 
thering this aim, he said. 

Citing the J. Walter Thompson 
Company booklet, “A Primer in 
Postwar Prosperity,” Mr. Storke 
said the study showed that the 
productivity of the American 
worker and business together is 
sufficient to provide an average 
family income of $50 a_ week. 
“They have shown that the pros- 
perity of labor and capital goes 
hand in hand,” he said. 


Sees Bright Future 


Speaking of the potentialities of 
the West in the postwar era, Mr. 
Storke said: “We have thousands 
of new manufacturers who have 
mastered the problems of produc- 
tion. Many have introduced new 
methods which have been a guide 
and a stimulation . .. but they 
are strangers to modern methods 
of distribution, selling and ad- 
vertising. 

“It is the West’s good fortune 
to have a young and aggressive 
advertising and selling industry. 
The time has come for the crea- 
tors of markets to become ac- 
quainted with the producers of 
goods and services. They have a 
common bond of interest. Com- 
pletely staffed and well-trained 
advertising agencies, progressive 
publishers and broadcasters, out- 
door and car card companies, di- 
rect mail producers and others 
can find and develop the markets 
with the best potentials for the 
sale of Western goods and serv- 
ices.” 


Grant Joins Sutton 


George P. Grant, formerly with 
Steel Publications, Pittsburgh, and 
more recently with Aviatior 
Equipment in Chicago, has joined 
the Chicago sales staff of Electrical 
Equipment and Metal - Working 
Equipment, published by Sutton 
Publishing Company. He replaces 
C. A. Wardley, resigned. 


@ Set entirely with FOTOTYPE, ' 
ad is just a sample of what can 
done with this amazing new ty; 
setting device-and it cuts costs, ! 
eliminating display type and he 
lettering charges. Quick, simple, e 
nomical ... any office girl can be y 
compositor 


Write TODAY for catalog explair 
the FOTOTYPE system and showi 
the 60 modern types now availab!: 


THE FOTOTYPE COMPANY 
625 W. Washington, Chicago 
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TOTAL BUILDING MARKET WAS $10,000,000,000 IN 1939 ALONE}, 


@ This advertisement is directly addressed 
to America’s manufacturers who make the 
lumber, wallboard, roofing and siding, in- 
sulation, mason materials, millwork and all 
the other building materials and equip- 
ment that go into all forms of light con- 
struction. 


But we hope that all manufacturers, all top 
executives, all advertising men will read it 
over their shoulder. Because whether you 
realize it or not, postwar housing and other 
forms of light construction are of vital im- 
portance to every American, no matter 


what he does, makes or sells. 


The reason? Directly or indirectly, America’s building industry creates more 
jobs, more dollars, more sales than any other industry in America. 


The average man and his wife, when they become home-owners for the first 
time, become the greatest economic force the world has ever seen. For when 
they buy that new home, they don’t stop there. On the contrary, they have 
only started to buy. 


They become aware that they need new rugs and carpets. New furniture. 
New drapes. New shower-curtains, bath-mats, bedding. There’s a garden to 
be laid out—seeds and tools to be bought. One after another, their needs und 
wants multiply. 


And once they are finally settled in that new home of theirs—whether it be a 
$6000 Cape Cod or a $65,000 mansion in a fashionable suburb—they are an 
entirely different family than when they were tenants in a house somebody 
else owned. 

Ss * * 4 * 


Now all these new homes, naturally, had to be built by someone. 


This was how new homes were created before the war—and there won’t be 


any change in the situation, now postwar is here. 


You may have read a lot about Government housing. You may think that 
futuristic “pre-fabricated homes” will be the future homes of America. 


But this sort of thing is largely dream-stuff. Even Government housing has to 
be built. And even a production-line pre-fabricated wonder still has to be put 
together on the lot—it won’t just spring up automatically overnight so you 
can move in tomorrow. 


All this gives rise to the question: Who is the man who builds all thes 
homes? 


All right, here’s the answer. These homes will be built by the same practica' 
business man who always built them: The practical building contractor. 


Solid citizens. Pillars of the community. Leaders in civic, financial and busi- 
ness affairs. Absolutely essential to the welfare of every city, town and 
hamlet in America. 


Now in selling to the builder-contractor, there are several widespread mis- 
conceptions. In fact, there are 4 definite fallacies which often invade the 
thinking of a manufacturer seeking to sell his product in the building field: 


1. That the builder-contractor market consists predominantly of new 
home building. , 


2. That so-called “operative builders” are the giants in the industry, 
and most selling effort should be aimed at them. 


8. That there is essentially little change in the market year after yea', 
so that the same group of builder-contractors, once selected, can be 
continuously promoted with profit. 


4. That both the building market volume and number of builder-cor- 
tractors are largely concentrated in large cities. 


For your information, not one of these statements is true. 


In each of the 4 cases, the opposite is the truth, and manufacturers wh? 
have shaped their advertising and selling efforts accordingly are the ones 
who are out front in the industry today. 


* * * of * 


Let’s tackle these 4 fallacies one by one, and dig up the straight story: 


1. DOES THE BUILDER-CONTRACTOR MARKET CONSIST P.E- 
DOMINANTLY OF NEW HOMES? Well, let’s see. The building indust: ’ 5 
pre-war (1939) 10-billion-dollar volume was divided about 50-50 into he: vy 
construction and light construction; the latter’s share was $4,795,000,0 '), 
and was handled by 96,230 builder-contractors. 


This light construction broke down as follows: New homes, $1,900,000,0''”. 
Farm construction, $330,000,000. Residential maintenance, $1,200,000,0:. 
Factory buildings, $200,000,000. Religious and memorial buildin... 
$70,000,000. Commercial buildings, $315,000,000. Educational, social, rec :e- 
ational, hospital and institutional buildings, $180,000,000. Non-resident al 
maintenance, $600,000,000. 
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The total percentages: New home construction, 40%. Other light construc- 
tion, 60%. 
So much for fallacy No. 1. 
Ba * * * * 
2. ARE THE SO-CALLED “OPERATIVE BUILDERS” THE GIANTS 
OF THE INDUSTRY, AND SHOULD MOST SELLING EFFORT BE 
AIMED AT THEM? 
Not by a long-shot. The big operative or speculative builders construct only 
about 6% of the total light construction. So if you aimed your selling 
largely at them, you scored a clean miss on about 94% of the total poten- 
tial market for your product. The average builder-contractor is the market 
for all practical selling purposes. 
So much for fallacy No. 2 
* cK * ok * 
3. IS THERE LITTLE ESSENTIAL CHANGE IN THE MARKET YEAR 
AFTER YEAR, SO THAT THE SAME GROUP OF BUILDER-CON- 
TRACTORS CAN BE CONTINUOUSLY PROMOTED WITH PROFIT? 
Not so you can notice it! In the first place, a builder-contractor might have 
built only 5 new homes last year, and handled only a few thousand dollars’ 
worth of other light construction in his community. Next year, he can (and 
often does) step out with a 50-home development. So the man who only last 
year was a minor factor, can become in a season a major operator. 
So much for fallacy No. 3. 
Bo * K ok + 
4, ARE THE BUILDING MARKET VOLUME AND NUMBER OF 
BUILDER-CONTRACTORS LARGELY CONCENTRATED IN LARGE 
CITIES? 
The facts here are the most conclusive of all. 
F rst, only 40% of America’s population is found in towns of 25,000 and 
over; and 60% in towns of less than 25,000 population. 
S:cond, only 58% of the dollars spent annually in light construction are 
svent in the over-25,000 towns; and 62% of these light construction dollars 
are spent in towns of less than 25,000. Which demonstrates that it takes 
much more than sales-coverage of big-city builder contractors to even pene- 
trate the real light construction market. 
ow let’s sum up the 4 fallacies in one and dispose of the whole matter 
once and for all. 
(f all the materials and equipment used in light construction in an average 
peacetime year: 


—America’s 92,525 builder-contractors buy 91.9%. 
—America’s 3,705 operative builders buy 8.1% 


* * * * * 


In this vast industry, Practical Builder 
individual subscription circulation. 
Practical Builder’s 58,000 paid subscribers do more building in the light con- 
struction field than any other group of builders. 

Our editorial policy covers the whole broad field of light construction, in- 
cluding the great operative builders too. Our kind of builder is ready, will- 
ing and able to take on any type of light construction, do a bang-up job, and 
use in every job the materials and equipment he knows best. 

For all the above reasons and many more, we submit that Practical Builder 
is a must on the advertising schedule of every manufacturer who has some- 
thing to sell in this enormous postwar Industry No. 1. 

We have built an editorial fence around the 58,000 most alert, most pro- 
gressive, most action-minded builder-contractors and building material 
dealers in America. By-and-large, they are ours and ours alone. They can 
be yours as well—through the advertising pages of the world’s largest publi- 
cation of its kind—Practical Builder, 59 East Van Buren St., Chicago 5, Ill. 


offers you the world’s largest paid 


NOTE: The above advertisement is the exact “spread” size of Practical Builder—the only publication in the building field in which you can display your sales message in space as large as this. 
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How a surgeons hand slipped and made Ls 


It began in the operating room of a Cin- 
cinnati hospital, grew in a family kitchen, 
and ended up in America’s medicine 
chests. Odorono, one of the first nation- 
ally trusted deodorants, was created be- 
cause a surgeon was annoyed. 

His hands perspired — sometimes so 
much that surgical instruments slipped 
out of his hands during operations, back 
there in the early 1900’s. He couldn’t take 
such risks. 

So he started trying to find a remedy. 
One combination of chemicals seemed to 
work well. His friends tried it — they 
liked it, too. The surgeon was satisfied, 
and that’s all he did about it. 

But his daughter saw that her father 
had discovered something important to 
a lot of people, and decided it should be 
made available to them. In the family 
kitchen she began making and bottling 
his perspiration remedy. They named it 
Odorono, and sold it from door to door. 
Sales increased, because people liked it. 
Pretty soon there was money enough for 
some QOdorono advertising in national 
magazines. 

That first Odorono brand advertising, 
somewhere around 1910, was big news 
for women. Now they didn’t have to fool 
around any longer with home-made 
concoctions to check the perspiration 


_tising has educated us to new comfort. 


© 
nuisance. Now they could buy a safe, 
easy-to-use deodorant that assured new Ww OMme)rn lov elie gf ee 
daintiness. They had been wanting one, 
oh so long. 

Ever since those days, as more and 
more deodorants have appeared nation- 
ally and made their brand names familiar, 
deodorant advertising has helped every- 
body. It has made cleanliness much 
easier, lasting charm’ much more con- 
venient. It has shown women how to over- 
come — so quickly — one of charm’s 
chief enemies. Deodorant brand adver- 


Brand advertising always benefits us. 
It introduces us to products that must 
perform better. It makes life more con- 
venient, more comfortable. It consis- 
tently saves us money. 

Compare prices, to prove those savings. 
The mass production arising from the 
mass demand stimulated by brand adver- 
tising cut the per-horsepower cost of 
your automobile engine from $31.50 in 
1925 to $9 in 1940. You paid $167.50 for 
a radio in 1928 — could get a better one, 
of the same make, for $9.95 in 1941. In 
fourteen years, nationally advertised re- 
frigerators dropped their price $170! 

You wouldn’t enjoy America 
without brand 
advertising. 


Se 


It happened to GOODFYEAR 


$35.60 in 1910—but $14.75 in 1941 


\ known name, like Goodyear, has been a guarantee of value 
on tires ever since the national advertising of Goodyear and the 
other tire makers taught us to demand quality. We trusted, 
bought, were satisfied — and the mass production of good tires 
that our buying created kept pushing tire prices down. 


FREE REPRINTS OF THESE STORIES OF “WHY AMERICA’S GREAT” 


This series of newspaper and magazine advertisements is 
offered as a public service by Fawcett Publications, Inc., 
295 Madison Avenue, New York 17, N.Y. Write for free proofs. 


FAWCETT PUBLICATIONS, INC. 


WORLD’S LARGEST PUBLISHERS OF MONTHLY MAGAZINES 
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[ YOU OUGHT TO KNOW 


jhe Creative Wan? Corner 


You Ought toKnow . 


Mentor of such engaging characters as 
Betty Crocker, Jack Armstrong, the Lone 
Ranger, Valiant Lady, et al, is Samuel 
C. Gale of Minneapolis, vice-president 
and director of advertising for General 
Mills. At 50, Sam 
Gale has devoted 25 
years to the adver- 
tising field, all but the 
first of these with 
General Mills and its 
predecessor company, 
Washburn Crosby. A 
prodigious worker, he 
has been _ identified 
with building a whole 
series Of promotions 
into advertising legend 
—among them, Wheat- 
ies—“Breakfast of Champions,” Betty 
Crocker, “First Lady of Food”—the na- 
tion’s best-known home service author- 
ity, and the substitution of “Kitchen- 
tested” for “Eventually—Why Not Now?” 

Today he is directly responsible for 
the efficient utilization of the company’s 
sizeable advertising budget. Three agen- 
cies report to him and to members of 
his staff at Minneapolis—Dancer-Fitz- 
gerald-Sample (Gold Medal flour, Cheer- 
ios, Kix, and Softasilk cake fiour); Knox 
Reeves (Wheaties, Bisquick, Betty 
Crocker soups, and baker promotions) ; 
and Batten, Barton, Durstine & Osborn 
(institutional advertising and home ap- 
pliances). He is chairman of the adver- 
tising policy committee, and is a mem- 
ber of the executive council and the 
operating board. 

Also under his wing are the home 
service, public services (public rela- 
tions), and market analysis departments. 
In none of these functions is his re- 
sponsibility purely nominal. The appar- 
ently effortless way he handles moun- 
tains of detail is a never-ending source 
of amazement to his associates. Short 
and slight, he is wiry, tremendously ac- 
tive, and incisively articulate—with a 
hair-trigger mind that’s operating 100% 
of the time. 

Rule of thumb has no place in the 
Gale conception of advertising. “The 
1ost important function of advertising,” 
e says, “is to help reduce the cost of 
‘istribution.” Unit advertising expense 
n each product is calculated down to 
actions of a penny and carefully 
ratched month by month. Nielsen sur- 
eys check movement of products from 
rocery shelves and effectiveness of pre- 
ilum promotions. New selling tools are 
nalyzed and pre-tested by experts in 
ie market analysis department. CAB 
nd Hooper ratings weigh heavily in 
adio program decisions. Printed copy 
hemes must score high in observation 
‘nd readership according to Starch, or 
e discarded. And public attitude studies 
hart accurately the progress made by 
he company’s institutional advertising. 
This scientific elimination of guesswork 
rom General Mills advertising pays 
lividends. For example, a recent sur- 
ey revealed that 9 out of 10 women 


Sam Gale 


Consistency in this Corner all depends, 
apparently, on Johnson’s wax. 

For despite a fierce and noisy devotion 
to straight commercials in radio adver- 
tising, we admitted long ago that few, if 
any, announcements do a better selling 
job than Mr. Wilcox’s fully integrated 
spots do week after week on the Fibber 
McGee and Molly show for Johnson’s 
wax. 

In much the same way, we have 
always thought the reverse borrowing 
from radio that put headlines and copy 
into the mouths of radio stars placed a 
strain on relevancy from which no print- 
ed advertising could recover. That is, 
we thought so until we saw the page 
above—for Johnson’s wax. 

Actually, it’s integration of the foulest 
kind. And we think it’s beautiful! 


e7° Sam Gale 


know Betty Crocker, over 5 out of 10 
can identify her with General Mills. 

A native of Minnesota, Sam was edu- 
cated in Minneapolis public schools and 
at the University of Minnesota, where 
he graduated and was elected to Phi 
Beta Kappa in 1917. He entered the 
regular Army in World War I and went 
overseas as a commissioned officer with 
the 16th Field Artillery of the Fourth 
Division. Wounded in action, he was 
retained in France after the Armistice 
because of his knowledge of French. Re- 
turning home in 1920, he went to work 
for Brown-Blodgett-Sperry Company of 
St. Paul, a large printing house. At the 
same time, he enrolled in an evening 
course in advertising conducted by Mac 
Martin, who for years had his own 
agency, now the northwest branch of 
Erwin, Wasey & Co. These stimulating 
sessions crystallized Gale’s determina- 
tion to progress in the advertising field. 
He traces the origin of his interest in 
the subject to a research pamphlet on 
the psychology of advertising written 
many years ago by his professor father. 

In the fall of 1921 he joined Wash- 
burn Crosby Company as a member of 
the sales promotion department. By 
1926 he was head of the company’s ad- 
vertising department, and upon the for- 
mation of General Mills in 1928 he was 
appointed director of advertising. He 
was elected a vice-president of General 
Mills in 1943. 

A typical Gale headache in the early 
20s was keeping track of the condition 
of literally thousands of “Gold Medal 
flour—Eventually, Why Not Now?” bill- 
boards which then blanketed the country. 
The reports of company salesmen, who 
were supposed to check on the signs, 
were anything but reliable and he could 
never be sure just what the company 
was paying for. 

Another carload of headaches, this 
time welcome, came with the launching 
of Betty Crocker. The department was 
running a puzzle contest and needed a 
woman’s signature for the replies. Right 
then was invented the name which has 
since become a household by-word— 
Crocker—after the popular secretary of 
the company; Betty—because it sounded 
cozy. Gale spent hours signing letters 
“Betty Crocker.” Later Betty’s signature 
was standardized and staff members 
taught to sign it. Today as many as 
4,000 homemakers write to her every 
day. Ten lonely, or home-cooking-hungry 
males have proposed to her by letter! 
In 1921-22, before the company had a 
bona fide home service department, Sam 
himself serviced all recipe requests, con- 
sulting with the two company home econo- 
mists when cooking standards stumped 
him. But the chief difficulties came when 
Betty Crocker fans called at the office 
and wished to see Betty personally— 
and what to do with the gifts which 
Betty received. 

In 1926, when NBC was organized, 
Betty was promptly put on the network. 
Today hers is the oldest continuous day- 


time program. Other shows followed 
rapidly. At present, four daytime stories 
push General Mills products: Valiant 
Lady (Cheerios), Today’s Children (Bis- 
quick), Woman in White (Wheaties), 
and Guiding Light (Betty Crocker soups). 
There are also Light of the World (Gold 
Medal flour), which dramatizes stories 
from the Bible, Hymns of All Churches 
(Kix and Softasilk cake flour), the Lone 
Ranger (Cheerios and Kix), and Jack 


Armstrong, the A-a-a-ll American Boy 


(Wheaties). 

Gale was one of the first national ad- 
vertisers to hire a radio man to run his 
radio program. In 1938 he brought an 
expert radio production man, Ed Smith, 
to Minneapolis from Chicago, where he 
had been director of daytime programs 
for Station WGN. Today Ed Smith 
supervises all of General Mills’ radio 
activities. 

Gale takes special interest in the chil- 
dren’s programs, has child psychologists 
check them regularly. At the time the 
Jack Armstrong program was being 
thought up the agency had named the 
hero Red Jones. Gale thought Red 
sounded a little tough. He happened to 
think of a Minneapolis boy named Jack 
Armstrong, so he suggested that name 
as a good American one, and it was ac- 
cepted. This later caused some trouble. 
Children in remote parts of the country, 
after hearing the program, sometimes 
phoned long distance to Jack Armstrong 
in Minneapolis. Once the real Jack got 
one of the calls with the charges re- 
versed. Later there was a more serious 
incident. After the real Jack was grad- 
uated from college, Goodyear offered 
him a job in China. The offer was made 
in a registered letter, which the post 
office delivered to General Mills. By 
the time it had been sorted out, and 
sent on to the real Jack, the job had 
gone to someone else. Jack was not un- 
naturally annoyed, and talked about 
suing. Providence was on Sam Gale’s 
side; another company offered Jack a 
better job than the one he had missed at 
Goodyear. 

General Mills’ premium promotions 
usually draw an astronomical response. 
Over 6,000,000 Wheaties box tops, for 
example, were returned on the recent 
Jack Armstrong Tru-Flight model air- 
plane offer. Boyishly, Gale enjoys try- 
ing the new gadgets out in his office 
and takes them home for pre-testing by 
his two boys, Jeremy, 12, and Samuel, 9. 
Probably best of all techniques, however, 
he likes the Wheaties cartoons, currently 
being drawn by Virgil Partch, Jefferson 
Machamer and Reamer Keller. 

Since the first world war Gale has 
never lost his tremendous interest in 
international affairs, particularly Euro- 
pean. Still a Francophile, he keeps up on 
the French language and politics by sub- 
scribing to and reading regularly the 
weekly French newspaper Pour La Vic- 
toire. He is active in the Foreign Policy 
Association and has served as president 
of two Minneapolis clubs devoted to dis- 
cussion of economic and social prob- 
lems. 


In 1943 Sam was an active member 
of a group of advertising and business 
men of Minneapolis and Chicago who 
were determined to do something about 
awakening the public to the need for a 
permanent world organization for peace. 
Nine full-page newspaper ads were pre- 
pared stressing that “Military aggression 
anywhere in the world is a threat to the 
life, liberty, and sovereignty of the people 
of the United States.” Gale was instru- 
mental in raising $14,000 to finance these 
ads in the Twin City press and in other 
Minnesota papers. 

One of Gale’s firm convictions is that 
advertising can be a powerful influence 
for lifting the level of living of the 
people. He sees to it that General Mills 
ads, wherever possible, teach the rules 
of good nutrition. And in the Jack Arm- 
strong program, for example, the “sell” 
for personal cleanliness and plenty of 
rest is equally as strong as for Wheaties. 

An extension of this policy is the 
company’s nutrition education advertis- 
ing campaign recently begun in educa- 
tional, medical and home _ economics 
magazines. 

At the same time, under Gale’s direc- 
tion, a nutrition program is being under- 
taken in the schools by the department 
of public services—under which the edu- 
cators themselves are assisting in the 
preparation of printed materials for teach- 
ing nutrition, to be published later by 
General Mills. Later on, the ads will 
feature the results of these school projects 
and describe and offer the materials de- 
veloped. 

This summer OWI suggested to the 
public services department that General 
Mills prepare and distribute a give-away 
folder explaining the United Nations 
Charter. Gale felt that a poster for 
school bulletin boards and public places 
could do the job better. Educational and 
rural leaders were consulted, and agreed. 
Shortly, therefore, a three-color, illus- 
trated poster—based on the preamble to 
the Charter—will make its appearance. 

“If anyone should question whether 
this is justifiable expense,” Gale explains 
simply, “ask him how his business will 
be affected when New York and Chicago 
are wiped out by atomic energy.” 

Gale’s three principles of constructive 
advertising were published in the cur- 
rent General Mills annual report and 
have been accorded wide approval by 
prominent educators as well as by lead- 
ing business and advertising men. They 
are: 

(1) Our advertising shall be factual, 
informative, and educational. 

(2) It shall render the maximum of 
helpful service. 

(3) It shall attempt to expand mar- 
kets rather than merely take business 
from competitors. 

Besides advertising, his two sons and 
the other boys of the neighborhood are 
his chief interest. Other hobbies in- 
clude football, tennis, music, and read- 
ing. He is an ardent football fan, plays 
tennis when time permits, never misses 
symphony concerts when he can help it 
and enjoys gardening and travel. 


Business Chart of the Week 


|, TOTAL BUILDING CONSTRUCTION 
| 
+ 


NEW RESIDENTIAL 
‘ 


NEW NONFRESIDENTIAL 


a 
oe 
4, 


. 
ADDITIONS, ALTERATIONS, AND REPAIRS . 
. 


VALUE OF BUILDING CONSTRUCTION 


AS INDICATED BY BUILDING PERMITS 
areas 257 IDENTICAL CITIES ns S oes 
ane ieereaeen— ee i 66th te 6 A ——— 


.* 
Ss = 


7 ——_ “Se 
“ | SS 


(TED STATES OCPART MENT OF . n@Om 
a, 8 LABOR STANSTCS 


1921 1922 1923 1924 1925 1926 1927 1928 1929 1930 193! 1932 1933 1934 1935 1936 1937 1938 1939 1940194) 1942 1943 1944 1945 ” 


Ba 


a 8 a a oe ae * wad it e aye 1 ae, . 4 z i eee se 
, i 4 . < Sy fs i, . OEY i : met ee : Agric thes 4 ns ; : MOP IN ss een % : = ve : ie Aa Fe ts a “ : ~e 
— ee 29 2 
—_— 
oc 
“3 ee ns eer ee ART OF THE ge ee pasos [ugar <i crear cones ARO yg ek az siesta ie noo ee Beets io . 
W ... BUSINESS CHART T WEEK . . . THE PAY-OFF .. . OTHER FEATURES ee a 
Be rte eee ag es tS ek Rk ae Rec ee a E. E Raa ae : : ae eee ae ree es j ete Pes Be Na SES He: eee ee i 
—. 
Bo al | 
- Po . 
a 
ee a 
ape: 
<< Ly poner 
a Se says Molly M’°Gee: a 
a e . = % tt, 5 o 
2. 
er iy trons S40" $e dencccgt coms seat ne: 
~_ © Go 4 ite Bok ? 
ac . acd 
ai to 2 (3 wit 
a \ “+ 7 Hie is 
oe . - . 
. : May > pom - 
oa pee / 2 <i. ©... 
; ‘ eo a 
éniticaed de geapmaiiaiam ice cetlidlase ore htc ah 
: per nelle Be i EP RTE I 
; Sel te — —— "s Sul rs 
oe iw. ~ ai JOmMMBON'S Seif Poishing eas 
7 ee ei it. GLO-COAT ... .. i a 
wi eee sR se E. 
eee aS au pe sep rg a 
\ SetenGaeter es vets 
a nhs si Se 
se G ee 
Ee Bea = | 
R: : msi a 
i 
wi 
P , 
ian 
ie 
a 
, a 
ae pee 
te seg ogee 
eee” 
Se acta 
5 P et pes, 
ae 
i aoe 
- 
a 
a 
gi 
3 - 
a 
a 
ae 
1s 
ee 
oe ve 
> 
Fo 
> oe ¥ a a 
oO! . - 
= 
ae 
APF 
/ q 7 yy 
; | Soria 
| | | | | | | | | | | | | | pee Ate: 
{ 40 } } | + 4 + ; | } } 4 ; i ; ; , , i } ; ; } , 140 Se aid 
| | } | le. 
| | | | ve 7. 
} f | | Bee : 
35 + + t ‘ + } $ , } } + } | } } ; 135 my —" 
| | a @ 
| | | j | | —— + tei 
30 } } } + } 4 4 4 4 4 + } 5 4 + + } + } + + + + 430 ? Bi 
| , nem : 
| Chad | g | : 
25 fe ; ae a a a SS eS ee ee eee Se eee eee ee ee See) es ey) ee ; 
i 7 area 9 oe 
f | f/f ™~ | | } 
20) } +-yooeed + } ~<—_t ; ' + + } ; 4 } } + 4 , + + ; + + 420 
y, Wee. | ; 
| P| ‘ is 
yi . 
15 2 } 1 } i i | Nant } } } | ) | A } , } } } lis , 
} Lr \ | 
ee A ie a cl . 
Pa Oe — woo. \ | | ‘ 
¢ ~ a rt ~~ |. | 1s 
SO ee ee | | 
° ~ ; F 
| 
Lehi os ine. e z ‘ Pe ‘ ; dy <i 


wee 


...» MANUFACTURERS... 


Many manufacturers—especially the smaller firms—have a good 
selling item for which they would like to establish national sales. 
Some of them have held back because they felt they did not have 
the resources for launching a national campaign. 
But hundreds of manufacturers have successfully established them- 
ves on a national scale th sales running into very large 
volume annually—starting from scratch and with a very low 
promotional expense. 
There is now available to interested manufacturers without cost or 
obligation a new booklet “Quickest Way to National Sales’*’ which 
fully explains the methods used by these successful manufacturers 
to establish themselves. These methods are equally applicable 
whether you want sales to dealers or direct to the consumer. 


. - ADVERTISING AGENCIES. . 


This booklet is also available to interested 
well enable them to very profitably serve their Clients by recom- 
mending this proved m of distribution and getting them 
quickly established with nation-wide sales. 


When writing for this FREE booklet please give name of firm in 
full and the name and title of the executive to whom the booklet 
is to be sent. Address— 


SPECIALTY SALESMAN MAGAZINE 
Dept. AA, 307 No. Michigan Ave. 
CHICAGO 1, ILL. 


Agencies and it may 
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Co-op Ads Running 
in 100 Newspapers 


Chicago, Nov. 6.— More than 
100 small town newspapers in the 
Midwest have begun carrying the 
70-inch ads which Consumers Co- 
operative Association of Kansas 
City, Mo., last August began fur- 
nishing to local cooperatives for 
an institutional drive to give the 
public information about farmer 
cooperatives (AA, July 30). 

Originally planned to reach 
newspapers only in CCA’s trade 
area, the campaign is now being 
promoted by the National As- 
sociation of Cooperatives, Chi- 
cago, among the 12 large regional 
co-ops forming its membership, 
and as a result, three northwest 
wholesale co-ops have put similar 
plans into effect among their local 
units in the Dakotas, Minnesota, 
Montana and Wisconsin. 

The CCA furnishes mats to 
local co-ops, with copy stressing 
the taxes paid by cooperatives 
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and benefits which farmers and 
others may derive from coopera- 
tives. The CCA project has also 
received endorsement from the 
Cooperative League of the U. S. 
A. and the National Council of 
Farmer Cooperatives. 


Douglas Names Harris 

W. L. Douglas Shoe Company, 
Brockton, Mass., has named Rich- 
ard H. Harris Jr. as advertising 
manager. Mr. Harris joined Doug- 
las in 1942 as assistant advertising 
manager, leaving it in July of that 
year to serve in the Army in the 
European theater of operations. 

C. E. Parker, acting advertising 
manager since 1942, returns to the 
company’s wholesale division as 
assistant sales and export man- 
ager. 


Le Clair Opens Office 

John C. Le Clair, formerly in 
partnership with Mirel-Isaacson 
Associates, New York, in charge 
of public relations, has opened 
his own office, 299 Madison Ave., 
New York, as public relations 
counsel. 


The Feature Parade section of the Worcester 

Sunday Telegram, with a circulation in excess of 
90,000, is overwhelmingly a LOCAL parade of stories 
and items strong in appeal among Central New 
Englanders and Worcesterites, who await its arrival 
each Sunday. 


Feature Parade dips into important and unusual 
personalities on the local scene. There are items of interest | 
for the whole family which make it an institution in | 
itself and regarded with pride as “Worcester’s Own”. 
Feature Parade has made good in a big way, and 

it makes mighty good reading too. 

In this cover-to-cover read publication your advertising 
message is Feature Paraded. 
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Armed Forces 


Capt. Robert J. Weill, recently 
with the Army’s 42nd Infa: try 
“Rainbow” division, has rejoined 
Lester Harrison, Inc., New York, 
as account executive. 

Lt. Raymond F. Finnegan ha; 
returned to the copy department 
of J. Walter Thompson Compzny, 
Chicago, after serving in ‘he 
Marine Corps. 

Lt. Alan Fisk, USNR, owner: o{ 
Alfa Display Company, New 
York, which was closed in May, 
1942, when he started active duty 
with the Navy, has been released 
to inactive duty and has opened 
an office at 110 E. 42nd St. 

Capt. W. J. Patterson, with the 
Army air forces since April, 1942. 
has joined the Chicago Market 
Daily as business manager. 

Dan Smith, after serving with 
the Army air forces for the past 
three years, has returned to the 
Phil Gordon Agency, Chicago, as 
executive manager. 

Capt. John V. Hunter III, after 
nearly four years’ service in the 
Army air forces, has joined the 
advertising staff of Motor Service 
and Aviation Service, Chicago. 


Marquette Names White 


Jack K. White, recently a cap- 
tain in the Army, has been named 
to direct the newly-established 
public relations department of 
Marquette Cement Mfg. Company, 
Chicago. 

Kent Ravenscroft, after three 
years’ service as a Navy lieuten- 
ant commander, has rejoined Gay- 
lord Container Corporation, St. 
Louis, as advertising manager. 

Frank O’Leary, NBC central di- 
vision salesman recently returned 
from active Navy duty, is resign- 
ing to join the Chicago staff of 
Conde Nast Publishing Company, 
effective Nov. 15. He will be re- 
placed by Rudi Neubauer, NBC 
veteran of 16 years, who has been 
with the network’s spot sales de- 
partment in Chicago for the past 
four years. 


Laux to ‘Sports Afield’ 


Col. David N. Laux, recently dis- 
charged after three years with 
the Army air forces, has joined 
Sports Afield, Minneapolis, as 
vice-president. He was formerly 
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with Ruthrauff & Ryan and Sher- 
man & Marquette, New York. 

Maurice J. White, recently dis- 
charged from the Army, has 
joined the advertising sales staff 
of Builders News, New York. 

Lt. Col. Harvey Humphrey, re- 
cently released from the Army, 
has rejoined Title Guarantee & 
Trust Company, Los Angeles, as 
director of public relations and 
personnel. 

Lt. Comdr. Donald G. Gill, with 
the Navy for the past four years. 
and formerly advertising and 
sales promotion manager of Na- 
tional Refining Company, Cleve- 
land, has joined Duane Jone 
Company, New York, as accoun' 
executive. 

Elliott E. Potter, recently wit 
the Navy, and formerly wit 
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wet alla A cele 


OFF TOKYO—Lt. Bill Gerler, USN, is 
shown briefing fighter pilots the day 
hostilities with Japan ended. With the 
Chicago office of Young & Rubicam 
and the ad-sales department of Invest- 
ors Syndicate before the war, Lt. Ger- 
ler expects to return to the States this 
month. 


Campbell-Ewald Company, De- 
troit, has joined the Hollywood 
office of Young & Rubicam to 
supervise advertising service on 
the agency’s West Coast accounts. 

Paul J. Etzkorn, recently re- 
leased from military service, has 
returned to Press Sign Company, 
St. Louis, as sales manager. 

Warren K. Perryman, recently 
released from the armed forces 
after three years’ overseas duty, 
has joined Charles McDowell & 
Staff, Boston, as account execu- 
tive. 

Lt. Alex Buchan, honorably dis- 
charged from the Navy Air Corps 
after five years’ service, has re- 
turned to KXOK, St. Louis, in 
charge of special news events. 

Lt. Loring C. Merwin, president 
and publisher of the Daily Panta- 
graph, Bloomington, Ill., has re- 
turned to his duties as head of the 
organization after more than three 
years’ Navy service. 

Howard W. Calkins, recently re- 
leased from the Navy, has joined 
Albert Frank-Guenther Law, Inc., 
New York. Richard A. Cullinan, 
with the Army for the past three 
years, has rejoined the agency as 
account executive. 


Rejoins ‘Petroleum News’ 


Capt. Walter G. Berger, dis- 
charged from the Army air forces, 
has returned to the advertising 
sales staff of National Petroleum 
News, Cleveland. 

Larry Buskett, with the Army 
for more than four years, has 
joined KMPC, Los Angeles, as 
account executive. 

William S. Hutchings, recently 
released from the Army, has re- 
turned to the advertising staff of 
American Business, Chicago. 

Clarence E. Boykin, former Navy 
lieutenant commander and pre- 
viously promotion editor of the 
New York World-Telegram, has 
joined William Esty & Co., New 
York, to handle industrial pub- 
licity. 

Col. Rex Smith, formerly chief 
of public relations for the Air 
Transport Command, has been 
named public relations director 
of American Airlines, New York. 

Maj. Brown Bolte, for the past 
three years with the Army Serv- 
ice Forces, has returned to Benton 


if 

J you watch the textile and related industries for one year, 
you'll see seven billion dollars change hands! And if you watch 
DAILY NEWS RECORD .. . the only newspaper for Textiles, Men's 
Wear, and Domestics . . . you'll see the printed story of the major 
transactions as they take place ... and sometimes before! * That's 
why top, policy-making executives of these giant industries consider 
it a vital part of daily routine to read DAILY NEWS RECORD 
column by column... ad by ad. *& Your own advertising in the 


RECORD becomes part of the dramatic, daily, mill-to-retailer coverage 


& Bowles, New York, on the ac- 


count staff. 


Cary Returns to Burnett 


F. Strother Cary Jr., after nearly 
three years’ Navy duty, has re-| 
turned to Leo Burnett Company, | 
Chicago, as account executive. 

Charles J. Stillman Jr., recently. 
released from the Navy, has! 
oined the sales staff of Electronic | 
ndustries, New York. 

Paul J. Buchen, recently released 
‘rom the Army air forces after | 
‘our years’ service, has rejoined | 
utrition Research Laboratories, | 
hicago, as advertising manager. 

Lt. Thomas R. Rooney, USMS, 
rmer sales promotion director | 

KMOX, St. .Louis, has been 
imed to the same position with 

"BBM, Chicago. 


~~ 


' Cover Catholic ! 
' Schools, Churches, 
_ and Institutions 


35 W. WELLS ST.. MILWAUKEE 3, Wis. 


of America’s second largest industry. It comes to the direct attention 
of men with the power to say “Yes” or “No” .. . whether they’re 


raw material producers, mill men, brokers, converters, wholesalers, 


manufacturers, or retailers. 


FAIRCHILD PUBLICATIONS @ 


FAIRCHILD BUILDING—NEW YORK 3, N.Y. 
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Army Exchange Closings 
Fail to ‘Ruffle’ Markets 


Monthly Sales Still 
Exceed $89,000,000 
in Inventories 


New York, Nov. 8.—Army Post 
Exchanges “are today liquidating 
operations according to military 
needs without ruffling the sur- 
face of civilian markets,” said Col. 
F. R. Kerr, chief, Army Ex- 
change Service, in a summary of 
the work of the PXs throughout 
the war. 

“Worldwide inventories of the 
PXs are about $89,000,000,” Col. 
Kerr explained, “but sales aver- 
age more than that amount each 
month. Because of this tremen- 
dous volume of business, PXs are 
in a position to close out the bulk 
of their inventoried stock on 30 
days’ notice.” 

The service, he added, was 
ready for liquidation “long be- 
fore the war’s end. The entire 
procedure ... had been spelled 
out in War Department Circular 
No. 57 as early as February, 1944. 


Four Distribution Centers 


“Since March, 1944, the serv- 
ice has set up four strategically 
located warehouses known as dis- 
tribution centers, to facilitate sur- 
plus disposal.” These are at Palo 
Alto, Cal., Dallas, Atlanta and 
Chicago. 

The warehouses take surplus 
equipment and merchandise from 
exchanges closing out at aban- 
doned camps and from others cur- 
tailing operations. This material 
is redistributed to other ex- 
changes, including those over- 
seas. Liquidation is in charge of 
the commanding general of each 


- service command and overseas 


theater. A manual on procedure 


to be followed includes. these 


points: 
Clearance Sales Preferred 


(1) “If a sufficient number of 
authorized exchange customers re- 
main on the post after notifica- 
tion of liquidation, clearance sales 
of merchandise at sharply re- 
duced prices should be initiated 
as a preferred method of liquida- 
tion. 

(2) “Merchandise not disposed 
of by clearance sales, and sup- 
plies and equipment, should be 
offered to other exchanges. Since 
the assets under such circum- 
stances remain in the exchange 
system the liquidating exchange 
should accept any fair price which 
is attractive to the buying ex- 
change. 

(3) “Items not sold to author- 
ized exchange customers or to 
other exchanges should be offered 
to other governmental agencies. 


Veterans Get Chance to Buy 


(4) “If items are not sold to 
exchanges or other governmental 
agencies, veterans are given a 
preference in purchasing this 
property for use in their own 
small business, professional or 
agricultural enterprise. 

(5) “Manufacturers should be 
offered merchandise, supplies and 
equipment not disposed of by any 
of the three foregoing methods. 
Such sales should be made at the 
exchange invoice cost. If the 
vendor does not agree to pay the 
amount that exchanges originally 
paid for any items (or the ceil- 
ing price, if lower) his offer 
should be considered as an offer 
at a sale to civilian businesses. 

(6G) “Remaining assets may be 
sold to civilian business by means 
of sealed bids. At any such sale 


Don't overlook 
The American Girl... 


Selling to Women While They're Young 


she’s tomorrow’s 
American woman! 


Big stores go after teen- 
age business because 

1) it’s profitable volume 
today, and 2) it helps 
create regular customers 
for tomorrow 


The reasoning 1s just as 
true for national adver- 
tisers. They reach 
teen-age leaders here... 


800,000° readers say —"'Grow along with us!... $810 per page...225,000 ABC 


PUBLISHED BY THF GIRL SCOUTS, 


155 E. 44h St, N Y 17 @ 


MEMBER OF THE YOUTH GROUP 
* Based on readership survey tabulated by 1. B. M. 


1open to civilians, quantities of- 
fered should be small enough to 
permit small entrepreneurs to buy 
but groupings should not be such 
as to leave unsold undesirable or 
unsalable colors, sizes, assort- 
ments, etc., of the original lot.” 


Disposes of All Property 


At the Palo Alto distribution 
center in the first year, Col. Kerr 
pointed out, total sales amounted 
to $300,000. Ninety-six per cent 
of the merchandise was sold to 
other exchanges; 3% went back 
“to the original vendors, and 1% 
was sold to government agencies. 
Eighty-eight per cent of the orig- 
inal cost was recovered in the re- 
sale. The warehouse disposed of 
all property assigned to it. 

“PX merchandise is largely 
composed of fast-moving items 
such as food, tobacco, soft drinks, 
candy, stationery and drugs. By 
closely supervised cutbacks in in- 
ventories, individual exchange 
managers should be able to close 
out their exchanges with a mini- 
mum of merchandise on hand.” 

On the basis of the past, Col. 
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Kerr makes—among others—these 
predictions for the future: 

“Established names, as before, 
will be most in demand. 

“The size of the organization 
will be based on the size of the 
Army. No private concessionaires, 
except some service concession- 
aires, will be utilized. The policy 
of avoiding interference with 
civilian business and economy 
will be guarded constantly.” 

Last year, Col. Kerr said, “11,000 
Post Exchanges sold approxi- 
mately $1,038,000,000 worth of 
goods to American troops sta- 
tioned all over the face of the 
globe—and saved these G.I.s many 
millions of dollars.” 


Officer-Managers Trained 


From its opening in 1942 until 
its closing in August, 1944, “the 
Army Exchange School trained 
2,461 officers” to manage ex- 
changes. At peak, in September, 
1944, 60,326 civilian employes were 
on domestic PX payrolls. Today, 
51,895 civilian employes, 956 offi- 
cers and 1,008 enlisted men and 


women are working at full-time 


jobs in them. 

The service now has 951 
agreements in effect with m 
facturers, “making possible a 
stantial saving in the cost of 
chandise.” 

Col. Kerr cited the “phen 
nal growth” of the PXs’ gift 
ice. “Today ‘Every Occasion’ 
Christmas gift catalogs are a 
able the year ’round to al) 
troops no matter where the; 
stationed. Last year alone, n«arly 
1,500,000 orders valued at ore 
than $7,000,000 were handle: ” 


Many Activities Supported 


Earnings of the individual ex. 
changes have gone to camp ncws. 
papers, post bands, libraries 
prizes for athletic contests, ath. 
letic and entertainment equip- 
ment, parties, chaplains’ projects, 
etc. 

“The War Department provided 
for capital to cover operating cost; 
of the AES when it directed that 
each domestic PX pay a fee of 
one-half of 1% of its gross monthly 
sales to the Army Exchange 
Fund,” he said. “This was later 
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The answer will determine the jobs, the incomes, 


the futures of American families. Some business- 
men simply ask the question and wait. Others are 


working out the answer, long ago having chosen 


their postwar products, studied their markets, 


and planned the advertising essential to their 
success. Upon these keen, public-spirited busi- 
nessmen and their use of advertising, rests the 
future of the American system. No wonder their 


plans call for plenty of printed matter on Cham- 


pion paper. These men are deciding through ad- 


vertising who will spend how much for what! 


THE 


District Sales Offices 


nt Vafoed AND FIBRE COMPANY...1)ABL 


MILLS AT HAMILTON, OHIO. 
NEW YORK - 


CHICAGO + PHILADELPHIA + CLEVELAND + BOSTON - 


Manufacturers of advertisers’ and publishers’ coated and uncoated pap« 
bonds, envelope papers, tablet writing and papeteries . . . 2,000,000 pov ds 
TiS 


.. CANTON, N. C.... HOUSTO 
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recuced to one-fourth of 1%. Over- 
seas exchanges pay one-half of 
16. on purchases made through 
AES. 
Working Agreement Made 


Late in 1941 a working agree- 
ment was made with the Defense 
Suoplies Corporation, a subsidiary 
of the RFC, to supply a $2,200,- 
gov credit for operation. It was 
the first of the many loans made 
in the next two years. In Decem- 
be’, 1943, DSC made credits total- 
inc $85,000,000 available, although 
AFS used only $67,000,000 of it. 
At no time during the next two 
years’ association did outstanding 
obligations exceed $25,000,000. At 
the present time all obligations 
have been fully paid... 

‘On June 30, 1945, overseas and 
domestic exchanges owed the 
Army Exchange Fund in excess 
of $26,500,000. This amount has 
now been reduced to approxi- 
mately $16,000,000.” 

The Army Exchange Service, 
itself, is now “debt free and it 
has accumulated a comfortable re- 
serve of operating capital.” 
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Names Addison Vars 


Eclipse Lawn Mower Company, 
Prophetstown, Ill., has appointed 
Addison Vars Company, Buffalo, 
N. Y., with Henry W. Comstock, 
agency partner, directing the ac- 
count. With a greatly expanded 
program for 1946, the company 
will use national magazines, news- 
paper supplements and roto sec- 
tions, and may employ radio and 
local newspaper advertising. 


Starts Spot Campaign 

Casite Corporation, Hastings, 
Mich., has released an eight-week 
spot campaign for its Casite Sludge 
Solvent, enlisting 400 stations in 
301 marketing centers, starting 
Nov. 5 and including up to 12 an- 
nouncements per station each 
week. Weekly magazines and 
farm publications also are being 
used. Keeling & Co., Indianapolis, 
is the agency. 


Names Rossi & Hirshon 


Industrial advertising for the 
rubber division of Acushnet Proc- 
ess Company, New Bedford, Mass., 
has been placed with Rossi & 
Hirshon, New Bedford. 


‘L. A. Examiner’ 
Rules Out Use 
of ‘Heavy’ Type 


Los Angeles, Nov. 6.—Following 
precedent set by the New York 
Times and the Washington Times- 
Herald, the Los Angeles Examiner 
has announced regulations for ad- 
vertisements appearing in certain 
of its Sunday sections under 
which use of large black signa- 
tures and other “heavy” type is 
greatly restricted. 

Regulations governing the Sun- 
day “Smart Set” society section 
and certain Sunday main news 
pages require that all reverse cuts 
be screened with at least a 30% 
white, and all signature cuts 
measuring more than two columns 
in width must be screened whether 
or not in reverse. 

The Examiner is also request- 
ing the use of light borders and 
has established a “relative de- 
gree of black” for types, based on 
its own type faces, holding vir- 


tually all bold faces to a maxi- 
mum of 18 points and all extra 
blacks to a 14-point maximum. 
The newspaper reserves the right 
to reset type which is considered 
too heavy. 

“Studies made in the past,” S. 
P. Bartlett, advertising director, 
asserted, “prove beyond a shadow 
of a doubt that readers prefer 
clean-looking advertising, and 
that means, of course, that adver- 
tisers in well-dressed newspapers 
are bound to get bonus results 
from their space.” 

He indicated that the Examiner 
contemplates a further extension 
of the move toward lighter faces 
in the future. 


Two Join KMBC 


Bill Griffith, at one time acting 
city editor, Kansas City Kansan, 
and later news editor of KCKN, 
Kansas City, has joined KMBC, 
Kansas City, as managing news 
editor. Eddie Edwards, after a 
three years’ absence from KMBC 
with the Maritime Service, has 
returned to the station’s program 
production department. 


NNATI « ATLANTA 


IN THE A/ICH 


ARON MARKET 


Here is truly a one-buy 
market—one that can be 
reached completely and 
economically through the 
Beacon Journal. 


In the Akron Market there 
are 117,526 occupied 
dwelling units. The daily 
circulation of the Beacon 
Journal in the Akron City 
and Retail Trading Zones 
is 117,785 — in other 
words, 100% home cov- 
erage. 


Added sales will come 
your way if you use this 
potent key to open the 
doors and purses of every 
home in this free-spend- 
ing market. 


AKRON | 
BEACON § 


ae 


Represented by 


STORY, BROOKS & FINLEY 


NEW YORK 
CLEVELAND 


PHILADELPHIA 
LOS ANGELES 


CHICAGO 
ATLANTA 
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Wasteful 


agency to ‘‘Pipe-in" 
tional advertising. 


SPEARHEAD > 


Don’t Be Satisfied with Ordinary 
DISPLAYS 


| Way We Suggest . 


Now is the time to employ our counsel 
and services to insure best acceptance, 
maximum use, consistent results . . . 

We are a Display Agency and co- 
operate fully with your advertising 
the force of na- 


YOUR DISTRIBUTION PROMOTION PLANS WITH 


ae AT “POINT OF SALE" 


IN THE DEPARTMENT 


Also Complete Services for Every Other Point of 
Sale Activity 


32 Pages . . . 420 Pictures . . . an Exhibit of Performance 
Write for o copy of it Today on your business letterhead 


America's Largest Organization Specializing 
in Merchandise Presentation 


W. L. STENSGAARD & ASSOCIATES, wwe, | 


346 N. JUSTINE STREET * CHICAGO 7, ILL. it: 


Harvester Offer 
Supports Plan to 
Aid Patent System 


Washington, Nov. 7.-—The deci- 
sion of International Harvester 
Company to offer about 1,000 of 
its patents for licensing, announced 
here today, represents a major 
step forward in the plans of Pat- 
ent Commissioner Casper Ooms to 
strengthen the patent system by 
enlisting the cooperation of in- 
dustry. 

Just three months on the job, 
the new patents commissioner has 
proceeded on the assumption that 
there is little «fundamentally 
wrong with our patent laws which 
cannot be cleared up if the sub- 
ject receives some careful study 


within the Patent Office and 
among the patent holders. 
Mr. Ooms believes that ‘“ex- 
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poses” of patent abuses create a 
false impression which could be 
considerably modified “if indus- 
try had the zeal” to dig up con- 
structive information about the 
operation of the patent system in 
normal business. 


Asks Complete Study 


Emphasizing the need for ‘“ob- 
jective data” on patent utilization, 
he said it might be well “to spend 
a couple of million” to find out 
“what the patent system has 
done.” He believes some inter- 
esting information would result, 
demonstrating particularly that it 
has enabled small firms “with 
unique ideas” to compete with 
older and larger ones. 

In defending the patent system 
as now constituted, he does not 
deny that there has been some 
patent suppression, and that there 
are many unanswered questions 
about patent rights, but he in- 
sists that more patents have been 
suppressed by technological prog- 
ress than by any trade conspiracy. 

At the moment a special study 


- + the only ABC plastics paper . . . the 
field’s established institution . . . one 


Tenite 


AN EASTMAN PLASTIC 


UV ewattle 


Tenite is a plastic made by. Tennessee Eastman 


Corporation, a subsidiary of the Eastman Kodak Company. 


The base material of this plastic is from the same family 


of cellulose esters as those from which Kodak safety 


film is made. 


Created for quick and economical manufacture, 


the development of Tenite has been closely associated from 


the start with that of injection-molding and continuous 
extrusion, and it is one of the most satisfactory and 


popular materials used for these processes. 


Since its introduction more than ten years ago, 


Tenite has been advertised consistently in MODERN 
PLASTICS. A monthly page features such diversified 


Tenite products as sunglasses, toothbrushes, steering 


wheels, fishnet floats, radio housings, football helmets, 


musical instruments, irrigation tubes and gunstocks. 


MODERN PLASTICS is the first choice among 


advertising media used by the leading plastics materials 


manufacturers, molders and other members of the plastics 


industry, as well as by suppliers to the plastics industry. 


ODERN 


LASTICS MAGAZIN 


rm 


PUBLISHED BY MODERN PLASTICS, 
122 EAST 42nd STREET, NEW YORK 17, N. Y. 


@ 


MEMBER AUDIT BUREAU 


OF CIRCULATIONS 


INC. 


. of America’s great industrial publications wy Chicago + Washington + Cleveland . Los Angeles 


PATTERN—Pilot Radio Corp., 
Island City, N. Y., 
ment copy in both large and small ire 
ads in six newspapers of five eitigs. 
Copy features the slogans "A new pat. 


Ling 
ran this annour se- 


tern for pleasure,” and "Proof of ¢ ast 
performance.” Al Paul Lefton Co, 
New York, is the agency. 


of the patent law is under way 
at the direction of President Tru- 
man. Mr. Ooms believes that no 
study will suffice unless it is able 
to obtain detailed reports from 
patent holders of the benefits that 
have resulted from their grant. 

During the past three months, 
Mr. Ooms has concentrated on 
modernizing the administrative 
machinery of the Patent Office, 
importing experienced business 
men from WPB, who are attempt- 
ing to reduce red tape, delay and 
expense. 

His single “reform” so far has 
been creation of a public file of 
patents available for licensing. In 
a few months, he had about 600 
assorted patents registered in this 
file. Decision of International 
Harvester to submit its important 
patent portfolio represents a major 
triumph, to be followed soon, Mr. 
Ooms hopes, by similar steps by 
a number of other prominent cor- 
porations. 


Would Review Whole Procedure 


In the four years that he has 
allotted for the job, Mr. Ooms 
hopes to build up the administra- 
tive machinery of the patent of- 
fice, then to review the whole pro- 
cedure of issuing patents. 

His questions run along these 
lines: 

1. What is an invention? Is it 
possible to change the rules so 
that courts will disallow fewer 
patents? 

2. How many patents are used 
for the full 17 years? Is 17 years 
the proper term for a patent to 
run? 

3. How can the cost of litiga- 
tion be reduced? Should we have 
special trial courts for patents? 

Despite his opposition to com- 
pulsory licensing, Mr. Ooms con- 
cedes that some changes in pat- 
ent thinking must be considered 


'to solve the tangles created by 


wartime research, and he feels 
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that pooling of patents may be in- 
eviiable in some fields. (FCC 
Chairman Paul Porter recently 
old the Senate that a patent 
tangle prevents manufacturers 
from risking production of radar 
equipment for civilian use.) 

In the final analysis, he believes, 
the chief defects of the patent 
system will be remedied by 
str nger efforts on the part of 
industry to make it work, includ- 
ing such steps as cooperating by 
submitting unused patents for 
licensing. He agrees, however, 
that a firm is not obligated to of- 
fer its latest and most valuable 
developments for licensing, for in 
such cases, he says, it might lose 
advantages created by its technical 
initiative to a competitor with 
lower production or transportation 
costs. 

In announcing that nearly 1,000 
of International Harvester’s pat- 
ents are to be offered through the 
Patent Office file, William S. El- 
liott, vice-president and general 
counsel of the company, pointed 
out that some patents had been 
withheld, but he predicted that 
all patents held by the company 
would be included within five 
years. 


New Free Time Plan 
Adopted by WFIL 


Station WFIL, Philadelphia, has 
begun limiting the amount 
free time granted groups pro- 
moting special causes to the time 
prescribed by the National Asso- 
ciation of Broadcasters for com- 
mercial programs, 

Roger W. Clipp, president of 
the broadcasting company, said 
the primary purpose of the plan, 
which includes the services of sta- 
tion personnel in the presentation 
of such programs, “is to insure 
good radio presentation of vital 
issues of public interest and mat- 
ters of public welfare.” 


Finance Group to Meet 

The American Finance Confer- 
ence will hold its 12th annual 
business convention and member- 
ship meeting in Chicago, Nov. 27- 
28, at the Palmer House. The two- 
day meeting will be devoted to 
a discussion of plans for the wide- 
scale resumption of instalment 
sales financing services which as- 
sociation members render to re- 
tail dealers and their instalment 
buyers. 


News’ Promotes Giles 
Manford K. Giles, member of 
the general advertising depart- 
ment, has been named assistant 
manager of the general advertis- 
ve department of the Detroit 
News. 


McNamara to Write Book 

John E. McNamara, associate 
editor of American Builder for 
the past two years, has resigned 
to prepare a book on home build- 
ing and house design for the 
American Technical Society, Chi- 
cago, vocational publisher. 


‘LABELING’ 


. 


Grade labeling, in its usual sig- 
nificance, can carry for either pro- 
ducer, distributor or purchaser 
only limited assurance concern- 
ing quality and value. ETL de- 
termination, after independent 
investigation, offers advantage 
to producers, distributors and 
the public, whether the results 
be utilized privately for guid- 
ance of producers, or publicly 
for assurance of purchasers. 


Brochure and pamphlet “Certifi- 
cation That Is Valid” supplied 
upon request. 


ELECTRICAL 
STING LABORATORIES, INC. 


2 East End Avenue at 79th Street 
New York 21, N. Y. 


HE FAST, twice weekly NEWSpaper that’s read in more home 
furnishings and department stores than any other home 


furnishings business publication. . 


It’s the ONLY home furnishings newspaper available. 4,304 home 
furnishings (furniture) stores, 2,063 department stores, 1,140 home 
furnishings chain and specialty stores, resident buying offices, rely 
on this twice weekly news service for vital products and merchan- 
dising information. These stores do more than three-quarters of 
the total home goods business done by the nation’s department and 
home furnishings (furniture) stores. 


Do they know your products? 


Any retailing representative will be glad to show you how you can 
use the power of RETAILING’S fast, indispensable news to help 
you sell. 


Net paid ABC circulation: 15,885 
twice weekly in 2,455 cities and towns. 


Lilie The ONLY home furnishings JME 
TWICE WEEKLY @ _ 8 East 13th Street, New York 3, N. Y. 
A Fairchild Publication 


| 


WSpaper 


OTHER? FAIRCHILD PUBLICATIONS: WOMEN’S WEAR DAILY @ DAILY NEWS JRECORD 


@ MEN’S WEAR @ FAIRCHILD TRADE DIRECTORIES @ FAIRCHILD INTERNACIONAL 
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/To American Seating 


W. E. Backus has been named 
advertising and sales promotion 


ber) of 


winced by 45 leading advertisers. 


sent upon request. 


on September 4th, and 
closed on October 15th, 
the first issue (Novem- 


METAL-WORKING 
EQUIPMENT 


carried 55 units of space 


Facts concerning circulation and rates of this pioneer- | ~ 
ing new-products publication which [¢- 
blankets the metal working field will be | 


manager of American Seating 
Mem “Worx. —_ a Company, Grand Rapids, Mich. 
— zane QUIPMENT Although only announced - Mr. Backus was formerly asso- 


ciated with Foy Paint Company 
and Philip Carey Mfg. Company, 
Cincinnati. 


Sets Up Ad Bureau 


The Norfolk Advertising Board 
has established a foreign trade 
advertising bureau. Dr. Jose 
Duarte, formerly of the Univer- 
sity of Havana, has been named 
business counsellor of the bureau. 


To Bryan-Brandenburg 
Perry R. Long, formerly in 

| charge of color production of The 

American Weekly, has become ex- 


Cer 


| Mericbncne EQuipMeNT 


Published by SUTTON PUBLISHING CO., INC. 
60 EAST 42ND STREET, NEW YORK 17, N, Y. 


Also publishers of ELECTRICAL EQUIPMENT __ 
: a Sik See a ee eee ee ee 


; j}ecutive vice-president of Bryan- 
‘ Brandenburg Company, Los An- 
geles, in which he has acquired 
a half interest. 


To Publish Monthly 
Beginning with the March, 1946, 

issue, Band Leaders, now pub- 

lished bi-monthly, will be pub- 


lished monthly. 


- y 


ANDREW W. MELLON 
1855-1937 
Secretary of the Treasury 


under 


three Presidents 


Sa ae 


alone = 


te” ahaa 


T 34, Pittsburgh's great financier, A. W. 
Mellon, became first president of the Union 
Trust Company, now one of the 30 largest banks 
in the United States. In 1902, he helped organize 
and was first president of Mellon National Bank, 
which now ranks twenty-sixth among the nation’s 
banks. 

He led in the development of Pittsburgh's Gulf 
Oil Corporation, Aluminum Company of America, 
Koppers Company, Inc., and others. At one time, 
he was officer or director of 60 or- 
ganizations. 

To Mr. Mellon's financial genius, 
Pittsburgh is largely indebted for 
its position up front among the 
great industrial centers of the world. 

A. W. Mellon and other great 
Pittsburghers built so well that this 


Department, 


Philadelphia and 


Tati TTC We a Seer 


1 DS.) Rs 
—— 


Soo 


city has become the sixth largest market in the 
United States. This is now being demonstrated as | 
Pittsburgh industries built by these great leaders 
in the oil, glass, steel, coal, electrical, aluminum, 
food processing and paint fields are now surging 
back to civilian production. 

Whenever you have something to advertise 
and sell, remember that more people in every 


income group in metropolitan Pittsburgh read 
The Press. 


The Pittsburgh Press 


In 
Represented by the National Advertising = yb irculation 
Scripps-Howard News- Vo in sified Adver trsing 
papers, 230 Park Avenue, New York City. 7 in Retail Advertising 
Offices in Chicago, Detroit, Memphis, : In General Advertising 
an Francisco. . In Total Advertising 
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Existing Radio 
Groups, Newspapers 
Grab FM Outlets 


Stations, Dailies 
File 82°% of All 
Applications to Date 


Washington, Nov. 7.—Standard 
broadcasters and newspapers have 
a long running start toward dom- 
ination of FM broadcasting, it 
appears on the basis of an FCC 
analysis of applications that had 
accumulated at the time the war- 
time freeze on new construction 
was lifted early last month. 

While the virtually unlimited 
number of frequencies will leave 
an open door for newcomers in 
many parts of the country, FCC 
figures show that the competition 
is very sharp in the New England 
and Middle Atlantic states ana 
that the most desirable spots in 
those areas will be gone before 
long. 

Of the 665 FM applications on 
file Oct. 8, 81.6% were from news- 
papers or standard broadcasters, 
FCC revealed. The remainder 
came from a wide variety of hope- 
ful newcomers, including 13 from 
labor unions; 13 from manufac- 
turers; nine from distributors and 
two from advertising agencies. 


No Anti-Newspaper Rule 


Digging resolutely into its back- 
log of applications, FCC has dem- 
onstrated in its actions so far that 
no anti-newspaper or any other 
economic theories are guiding the 
allotment of FM grants. Of 65 
licenses awarded last weekend, 
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| Impartiality of the procedy, ; 
| illustrated by the fact that 1( 
'the 129 new licenses proc: 
during the past month are ¢ 
to applicants who are alread, 
erating standard stations. Of 
22 newcomers, 14 are newspa 

The FCC figures on current © \y 
applications reveal that 452 of 
requests, 68%, are from stanco:, 
broadcasters, including 173 st: 
ard broadcasters who are is, 
newspaper publishers. Ni 
paper applications total 263, wi ich 
means that 90 newspapers new tp 
radio have already signified jn- 
terest in FM. 


‘Area I Crowded 


In the New England and Mia- 
dle Atlantic states, the so-called 
“Area I,” where the total num- 
ber of FM licenses can hardly ex- 
ceed the present number of stand- 
ard stations, 111 of the existing 
179 standard broadcasters are ask- 
ing FM adjuncts. There are al- 
ready 170 applications in that 
area for FM stations, including 
45 from newspapers already in 
radio, and 33 from newspapers 
which want to get in via FM. 

In the remainder of the coun- 

try, where population is less con- 
centrated, and more stations can 
be licensed, there is less signifi- 
cance to the fact that 341 of the 
724 standard broadcasters have 
their foot in the door. Only 464 
applications have been submitted 
for these areas, but thousands 
can be accommodated. 
While there is still considerable 
talk about limiting the number of 
FM licenses that are to go to estab- 
lished interests, or to newspapers, 
even the FCC liberals are conced- 
ing that the FM rules issued by 
FCC place newcomers at a bad 
disadvantage. 


‘Know How’ Counts Heavily 
As things work out, the stand- 


fully a third went to newspapers. 


ard broadcaster enters the field 


ilans for going after the 


Peacetime Business of the Tl ,000 


National Advertisers and 


their 1800 Advertising Agencies 


Need Not Await Actual Reconversion 


this business. 


the data includes: 


With the Standard 


Advertising Register and its 


supplementary services 
as your guide, you 
have all the in- 


formation necessary 


to go after your share of 
For each advertiser listed 


the names and titles of the 


executives; the advertising agency; the types of 


media used; the actual expenditures in media where 


dollar figures are available; the budget dates; in 


many instances, the advertising appropriation; 


territory covered and the methods of distribution 


of the advertiser's products. 


Write either office 


National Register Publishing Co., Inc. 


330 W. 42d Street 
New York 18, N. Y. 


333 N. Michigan Ave. 
Chicago 1, II. 
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uipped with an established fol- 
ing. He is free to draw on his 
blished programming § struc- 
ture. or to sell his FM in com- 
tion with his standard station 
His financial position is 
ng. He has the “know how”; 
sales organization. 
me of the same is true of the 
wspaper. It has its following, 
experience in selling adver- 
g and in serving local needs. 
In many cases it has strong fi- 
nancial support. 
f the 341 “Area II” broadcast- 
ers who also want to go into FM, 
128 are newspaper publishers; 57 
of the 123 newcomers in that zone 
are newspapers. 


Many Fields Represented 


except for standard broadcast- 
ing and publishing, the back- 
ground of applicants varies 
greatly. Of the 26 non-news- 
paper newcomers trying to break 
into “Area I,” for example, four 
are in manufacturing; three are 
distributors; three are in engi- 
neering; two are labor unions; 
two real estate; two insurance or 
banking; and there are a depart- 
ment store, builder and theater. 

Among the 66 non-newspaper 
newcomers in “Area II,” 11 ap- 
plications are from labor unions 
(seven in Ohio; two in Michigan; 
and one each in Illinois and Cali- 
fornia); nine from manufacturers; 
six distributors; three each de- 
partment stores, transportation 
and engineering; two from ad- 
vertising, and a variety of others. 

Several prominent newspaper 
applicants were awarded condi- 
tional grants in a lot of 65 FM 
approvals handed down late last 
week. Among them were Mobile 
Daily Newspapers, Inc., Orlando 
Daily Newspapers, Inc., Consti- 
tution Publishing Company, Cour- 
ier-Journal and Louisville Times 
Company, Kansas City Star Com- 
pany, Pulitzer Publishing Com- 
pany, Star-Times Publishing 
Company, World Publishing Com- 
pany (Omaha), Oregonian Pub- 
lishing Company, and Knoxville 
Publishing Company. 


Worthington Mower Sold 


Jacobsen Mfg. Company, Ra- 
cine, Wis., power mower producer, 
has purchased Worthington Mower 
Company, Stroudsburg, Pa. O. T. 
Jacobsen, president, said the pur- 
chase will result in a combined 
annual sales volume of more than 
$3,000,000. Jacobsen also owns the 
Johnston Lawn Mower Corpora- 
tion, Ottumwa, Ia. 


Winston-Salem 
ls A Market With 
Plenty of "Bounce"... 


War's end, as it did to most 
North Carolina cities, brought 
about a period of readjustment... 
change...revision of plans. 


But because Winston-Salem has 
always relied on steady growth 
rather than "peaks and valleys” in 
its business and industrial structure 
this market has “bounced back" in 


a hurry. : 
There is no large scale unem- 
ployment. Industry is rapidly as- 


similating those persons thrown 
out of war jobs. 


_ In fact, at present, there are 
cos in Winston-Salem going 
a begging! Steady growth is still 
te order of the day. 


/OURNAL and SENTINEL 
Winston-Salem, N. C. 


National Representatives: 


KELLY-SMITH COMPANY 


Wilson to Ekco 


Myron R. Wilson, formerly 
sales promotion counsellor of 
Oneida Ltd., New York, has been 
appointed premium sales manager 
of Ekco Products Company, Chi- 
cago. 


Ingwersen Appointed _ 
™ Jerome W. Ingwersen has been 
appointed general sales manager 
of Gibbs Steel Company, Milwau- 


Grant Promoted 

R. F. Grant, assistant sales 
manager of Bigelow & Dowse 
Company, Boston, hardware dis- 
tributor, has been promoted to 


| sales manager. He is succeeded as 


assistant sales manager by V. E. 
Chandler, and H. V. Jacobson be- 
comes manager of the appliance 
division. 


Smith to Ad Post 


N. W. Smith has been appoint- 


Vesey Promoted 


R. B. Vesey, for 11 years in 
the sales division of Prest-O-Lite 
Battery Company Ltd., Toronto, 
has been appointed sales manager 
of the company’s replacement 
sales. 


Joins ‘Bronx Home News’ 


Stanley Syman, on the advertis- 
ing staff of the New York Times 
for the past seven and one-half 


kee, Wis. subsidiary of A. M./ed advertising manager of Well-| years, has been appointed adver- THE SHOSTAL PRESS AGENCY 
Castle & "Co., Chicago, effective | ington Sears Company, New York, | tising director of the Bronx Home 545 OH EO - ~~ 6-5656 
Jan. 1. maker of textile products. News. - 

e 
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Up ‘Field & Stream’ Rate 
Effective with the June, 1946, 
issue, Field & Stream, New York, 
will increase its guaranteed cir- 
culation 30,000, to 330,000, with a 
new basic page rate of $1,200. 


THE SYNDICATE THAT SPECIALIZES 
in COLOR PHOTOGRAPHY 


Any assignment outdoor or studio. 
largest kodachrome file for all illustrative 
purposes. Name photographers only. 
Airmail service. 


| 
| i 


A Clear Channel Station ...... 
Serving the Middle West 


MUTUAL 


..... and he likely found them by listening to WGN’s mystery shows. 


House of Mystery ..... Crime Files of Flamond. 


CHICAGO 11 
ILLINOIS 


50,000 Watts 
720 Kilocycles 


BROADCASTING 


Eastern Sales Office: 220 East 42nd Street, New York 17, N. Y. 
West Coast: Edward S. Townsend Co., Russ Building, San Francisco, Calif. 


Who sprayed the baby with DDT? Who sprinkled cyanide on the hors d’oeuvre? Who 


cut whose throat with what instrument? Well, it’s a wise bird that knows the answers 


This imposing line-up of top-flight thrillers includes: Mystery House .. . . . Rogue’s 
Gallery ..... Sherlock Holmes ..... Murder Is My Hobby ..... The Shadow..... 
Bulldog Drummond ..... Nick Carter... .. The Faleon ..... Country Sheriff... .. 


For hair-raising radio ..... for sales-raising radio ..... for middlewestern lead- 


ership ..... it’s still WGN. 


fetes 


SYSTEM 
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- BEAVERITE PRODUCTS 


INC 


35 DE WITT STREET. BEAVER FALLS, NEW YORK 


_ ata Covers Ring Binder, Swing Ong and Propel Cover af BESTEX Arial 


si ie 


Leather, and Paper Cover Stocks; for Looseleaf, Plastic and Wire Bindings — 


11-BP-2 
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Use Magnesium 
More, Dow Urges 
Industry, Public 


Midland, Mich., Nov. 6.—Dow 
Chemical Company this month is | 
launching an advertising cam- | 
paign directed at speeding the | 
adoption of magnesium for indus- | 
rial and consumer products. Uti- | 


“just wrap: it up... 1 can carry this light » one home 


& happy sorpribe . . . thot first experionce 


with Uittolight mogrekum! & You moy meet # in buy 
ing © bulky metal my . fading Ht unbelievably 
light. Such o toy fs eosy to corry up and dowrSreps 


“ in and oygot playroom or basement, Yous blew thet 


lighters! And mognesdum ix tough ond sturdy, too --equel 
to ail the punishment five-year-cids otn give it, - silllans 
will gladly pay o fitte more for product freed from welew 


weight. »- Dow mokes no toys As the leading producer of . { 
@ogmesium metal, however, It conperctes with wonufactuters 

% in many fields who are developing a growing variety of few 
BEE lightweight products for you Keep your eyes open for them! 


v ; / | 
uttg mere \ ||! 
ve 


FOR INDUSTRY—Dow Chemical Co. is 
using this two-color page in November 
issues of business papers to promote 
the use of magnesium for industrial 
products. 


MAGNESIUM STORY—Four-color insertions in a list of consumer magazines are 

being used by Dow Chemical Company to give the public the story of mag- 

nesium's use and the advantages of the light metal in the production of consumer 
products. 


lizing national consumer maga- 
zines and technical publications. 
the drive is believed to be an un- 
precedented promotion for this 
lightest of all structural metals,|day Evening Post, Time andj)/carry approximately 300 pages of 
of which Dow is the nation’s larg- | United States News. In addition, | advertising devoted to the tech- 


est producer. 

Full-page advertisements in 
four colors have been scheduled 
for insertion in American Maga- 
zine, Better Homes & Gardens, 
Business Week, Newsweek, Pop- 
ular Science Monthly, The Satur- 


27 trade publications — including 
Aero Digest, American Aviation, 
American Machinist, Auto & 
Aviation Industry, Aviation, Com- 
mercial Car Journal, Factory 
Management & Maintenance, Ma- 
chinery and S.A.E. Journal—will 


nical aspects of magnesium and 
its fabrication. 


Direct Mail Also Planned 


The campaign will be supple- 
mented by a direct mail program, 
technical literature and _ educa- 


St. Paul Covers Half 
the 9th Largest Market! 


Nearly 800,000 population (1940 Census) 
with more than $1,000,000,000 effective annual 
buying income makes St, Paul-Minneapolis the 
9th largest market in the United States. 


The St. Paul half is covered only by the St. Paul 
Dispatch-Pioneer Press with 148,886 combined 
city zone circulation. No other daily newspaper 
has even as much as 10°, coverage of St. Paul 
families, 


ST. PAUL DISPATCH-PIONEER PRESS — 


SAINT PAUL, MINNESOTA | 


RIDDER-JOHNS, 


NEW YORK 
342 Madison Ave. 


INC.—Notiona/ Representatives 


CHICAGO ST. PAUL 
Wrigley Bidg. Dispatch Bidg. 


Delivers thelisteners 
in DUBUQUE 


lowas Fastest 
Growing City 
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WKB 


AFFILIATED WITH AMERICAN BROADCASTING COMPANY 


WKB 


1s First in Dubuque 


Industrial expansion has created more 
employment in Dubuque today than 
during the wartime peak. As the fast- 
est growing city in Iowa, Dubuque 
provides an ever-increasing, buying 
audience for your radio program! 
Dubuque is served by four trunkline 
railroads, plus many truck freight lines 
and barge transportation on the 
mighty Mississippi. 


WKBB offers you the most effective 


coverage of the Dubuque area as evi- 


denced in the recent survey by Robert 
S. Conlon & Associates. This survey 
proves that more Dubuque people 
listen to WKBB—morning, noon and 
night—than to any other radio station. 
Listener preference for WKBB pro- 
grams runs as high as 4 to 1. 


For your greater profit, you can reach 
Dubuqueland’s growing market 
through Dubuque’s most popular radio 
station, WKBB! 


James D. Carpenter—Executive Vice President 
Represented by—Howard H. Wilson Co. 


DUBUQUE 


IOWA 


oa 38 
— CATALOG covers § z 
| 2 , 7 eg is 0 ee | Amé 
5 oa aaa ee ae! : A : 2 es | : “3 a ‘ 
BB BINDERS and ———sé@G Bese > 3 ea E 
Bad | ; cae iia tai i | > sn x Lae e, TN mel 
TR FOupers, ite Fl A Cex | 
rad ; | i Seine ‘ : ° ° E re id Be h I 9 he c| ——S 8. saie 
| es a oy ae | = Le = ey 7 WH i Ly 
| : a 1 Sa ligne es 4 a ~—y aes sain 
| | > ee | pie ; 7 “ cont 
: | } ee : Seek we i 4 4 ‘ | a . = yi A i met 
| hil é bo ay ; “Sed | i eS fe 
| ys . A a re ey 4 a. EE ‘ See ae 
a. .) ie Lippert: a rt pa" = mn Fi , ‘ ic VS x “a Mo 
| F om ’ ous ‘A va Se a Wi ef A ; ie $ ee TE { ; % aa «| a — 
| . ' ALL a | |! in all common forms | INKS Vos be tes Re . ne 
ve of | 5 = HB wre ty : orate =o Renee 4 oes Z a + - 4 . €& th rt 
all . ie et \ \\\\\ a : eee ees 3 eee Spa : —e ms 
; : os vis pa: at \" 1 AWE 2 Be oe ase : ’ RES pe 
ae e = WA | gr rs ee | | _ = vat 
ie ; ae A / x © as ma 
ot ’ ee . | | f | | | ( | | | | KZ | 1 | 
. i= cS nage e are ; jai | a bel 
- : ‘ es manuat aes be VV] ¢ | ry mat } \ | \ ie 
— aN a AWA | eo | ie Oe Oa a ? ; 
aia : — esi ~~ EBT STE aT ae 
Se bec . $ : * eel ; Ow. | | __ ag ed * * - si0 
a lilt ra | " 2 at CA i T. A SS — i my r 3 “ . $ du 
eee ais UR REQUIRE MENTS see _ BS Coop add q . | —_ Se f~ = lia 3 om oe “ia D OW bs 
F< sea : Saree : jena = hy Se Pak OF ae ~S fe oo Ww 
: NED FOR Y Oo . = ate : ui ees a - _ SS 4 ri Soh in 
pESiG ev Veo See eee a du 
. 4 sea o e co ee —————— Hie di” of 
aie me F 7 ; 7 . : i - y / - a Boral an ee SERRE LRN + OE OE SN, OER EE — ed ee meek Rae ee ee New Ragin, Sete s | 
ies | _ . -— ” | Ss Bee ee r 
_ ae | ee * es iii j + . rs nie, 2 ia a C 
a oa a. ie fags a , ee ae 
ae eee in 
bale. } si: 
tee — a q | ee th 
"_ | : Pe : 
a | pe 
oe ; ; ) 
- ~~, s a 
P Pais - i ~ :- ; 
ae ; ica 7 ei) — : — st 
ae si am a 
——. e | | i ; ° " i ti 
i, 4 = MORN, Sh a , “ 
d r me - - li 
= : Bes a . ce 765 a 
a . | pene v . 2 
- = * 3 Dy\ V9 ay 
a Re 5g 7 = fy 9 3 F 
ai a | er <a Yj 29 '°. ° = 8 4 V 
Rt | c og iieeiele ae : en Bas. : ( es, ran , 6 8 . 
ed | (A TT AND j 
ae ae: ' | S ‘ele seni, 5 
t 7 (2 | ey ae \ ‘ft Mi - VGH, 
3 pty pes oor Db 
a 3 | 
Bete: 
j a 
k Pt ee 
r | 
| po 
, — ee | 
6h | a | 
l ¥ : jj ) 
' , . _ = 
oS ae aa | a 
ie | | 
| a 7 
: Se s% a a ee: ) i ~ , 5 
. a 


heme nee 


ee 3 


zines are 
of mag- 
>onsumer 


pages of 
he tech- 
ium and 


nned 
supple- 
program, 
educa- 


ny | 


Advertising Age, November 12, 1945 


tional films. This diversified cov- 
erage has been selected to expose 
magnesium to all phases of 
American living. 

‘onstituting magnesium’s first 
“pig time” challenge in the light 
metal consumers product field, 
the campaign is aimed at U. S. 
industry to show how magnesi- 
un.’s ultra-light weight gives new 
sales appeal to products. At the 
saine time, it is designed to pre- 
condition the public as to the 
metal’s use-value. The $500,000 
campaign’s basic theme is: “Mag- 
nesium—Ready to Make Products 
Move!” and as such it features the 
current availability of magnesium 
alloys in large quantities, the vast | 
fabrication facilities in shops| 
throughout the nation, and the | 
waiting market for new products | 
made lighter and more attractive 
with magnesium. The range and 
variety of products which can be 
made from this light metal, Dow 
believes, will be limited solely by 
man’s inventiveness. 

The company intends to spend 
$15,000,000 in a five-year expan- 
sion program for its plastic pro- 
duction facilities, Dr. Willard H. 
Dow, president, announced last 
week. He added that Dow hopes, 
in five years or less, to be pro- 
ducing at least 150,000,000 pounds 
of plastic materials annually. 

MacManus, John & Adams, 
troit, is the agency. 


CCA Elects H sada: 


Cites Audit Need | 


New York, Nov. 7.—At a meet-| 
ing in which discussion empha- | 
sized the need for circulation! 
audits as a protection for adver-| 
tisers,, agencies and _ publishers, | 
the Controlled Circulation Audit, 
Inc., last week reelected Robert 
B. Brown, Bristol-Myers Com- | 
pany, as president of the group. | 

Of 343 controlled circulation | 
publications whose _ circulations | 
are listed by Standard Rate &'| 
Data, 184 are now members of! 
CCA, AA was told, and the lim-| 
itation of advertising by many as- | 
sociations to circulation-audited | 
publications only is bringing about | 
an increasing trend toward affilia- | 
tion with a circulation audit. CCA | 
in the past year has added 22 pub- | 
lishers, 117 advertisers and 30! 
agencies to its membership. | 

O. S. Tyson, president of O. S. 
Tyson & Co., was reelected vice- 
president of CCA; H. Wilt, J. 
Walter Thompson Company, New 
York, was elected secretary, and 
A. J. Millard, Stanco, Inc., treas- 
urer. 


Basford Ups Heiffel 


Gene Heiffel, art director of G. 
M. Basford Company, New York, 
since 1933, has been promoted to 
vice-president in charge of art. 


De- | 


Schlapman Named 


William J. Schlapman, formerly 
sales engineer in the contract di- 
vision, has been named advertis- 
ing and sales promotion manager 
of Young Radiator Company, Ra- 
cine, Wis. 


“It’s those vitamins Father 
heard about over WFDF 


Flint.” 


Meade & Co. Formed 


E. P. Meade, wifh Printers’ Ink 
for 23 years, has formed Meade 
& Co., publishers’ representative, 
with offices in the Statler build- 
ing, Boston. He will represent 
Aero Digest, American Cookery, 
American Products, Interiors, Post 
Exchange and Printers’ Ink. 


Business Council Elects 


Henry L. McCarthy, for nine 
years Chicago regional director 
of the Social Security Board, has 
been appointed executive director 


of the New Council of American 
Business. He will begin his duties 
Nov. 15, when the council estab- 
lishes national headquarters in 
Washington. 


Four Join Picard 


Ernest Bridge, formerly of 
Oakite Products, Inc., New York; 
Nicholas Noble, formerly of 
Atherton & Currier, Inc., New 
York; Lillian Stork, Gotham Ad- 
vertising Company, New York, 
and Lt. Richard Bevan, recently 
discharged from the Army air 
forces, have joined the copy staff 
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Philadelphia Graphic Arts meet- 
ing Nov. 15 at the Bellevue-Strat- 
ford Hotel. Owen J. Roberts, 
former Supreme Court justice, 
will speak at a luncheon meeting. 


of Picard Advertising Company, | 
New York. 


Blackmon Named 


Hendley N. Blackmon, formerly 
manager of editorial service, pub- 
lic relations department of 
tinghouse Electric Corporation, 
Pittsburgh, has been named elec- 
trical editor of Product Engineer- 
ing. 


Graphic Arts Meet Set 


The Printing Industries of 
Philadelphia will hold its 1945 
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THE LETTER SHOP, Ine. 


431 S. Dearborn St., Chicago 5, Mineis 


T. CARROLL WILSON 


Vice President in Charge of Advertising 
Hills Bros. Coffee, Inc. 


°¢€For many, many years, the advertising for Hills Bros. Coffee has been con- 


centrated in daily newspapers. Among the many reasons for this policy has 


been our persistent belief in the vitality of the newspaper as an indispensable 


‘must’ in the daily life of the American people. We believe this fact more to- 


day than ever before. despite the marvelously broadened pattern of public in- 


. . . - or) 
formation through the radio, the magazine and the newsreel.’ 


This advertisement, prepared by the Bureau of Advertising, A.N.P.A., is published by The Rockford Morning Star and Rocktord Register-Republic in the interest of all newspaper ; 
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THE 


ONLY NEW-PRODUCT PUBLICATION 
IN THE ELECTRICAL INDUSTRY 


Less than one cent per sub- 
scriber per year becomes a 
good ‘‘buy’’ when backed 
by 100% request circula- 
tion and proof of reader in- 
terest. Learn the facts by 
sending for our booklet, 
‘‘An Outstanding and Un- 
usual Audit of Readership 
Study.”’ It’s free. 


100% Request Circulation 


AL .QUIPMENT 


eg _ Published by ges 
SUTTON PUBLISHING CO., INC. 
- 60 EAST 42ND STREET, NEW YORK 17,N. Y. 


$36,500,000 Spent 
Through Canadian 
Agencies in 1944 


Toronto, Nov. 6.—The Dominion 
Bureau of Statistics has revealed 
that advertising placed through 
Canadian agencies in 1944 totaled 
$36,518,296, of which two-thirds 
was spent in publications, a fifth 
spent in radio and the remainder 
in other media. 

Gross revenues received by 
Canadian agencies last year 
amounted to $5,949,499, including 
fees and commissions on billings 
and mechanical charges, and on 
radio time and talent costs. The 
revenues were 16.1% of billings, 
compared with a 16.5% ratio in 
1941, when agency revenues 
totaled $4,823,900 on billings of 
$29,224,400, reported in a previous 
survey by the bureau. 

Salary and wage payments to 
agency employes last year 
amounted to $3,294,263, compared 
with $2,793,200 in ’41. The report 


“He’s really got something there! What a nice 
quiet way to read The News-Sentinel”. 
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@ When military balloons were used 
in the Civil War—The News-Sentinel 
was, at that time, 28 years old. For 
observation purposes the balloon 
was quite important—and for news 
purposes, even then, The News-Senti- 
nel was important also. Later, came 
the era of County Fairs, with the 
“Balloon Ascension at 3 p.m.” as the 
big thrill of the day. People came 


The News-Sentinel is delivered by carrier every week day to 97.8% 
of all homes in Fort Wayne—Indiana’s second largest retail market. 
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REPRESENTATIVES 


hey-day. 


a Bae 
Che News-Sentinel 
S: Wayne ” NV sie 


© Goad Wegne’s “Gocd Euaning 


ALLEN-KLAPP CO, « 


from miles around to see the adven- 
turous aeronaut do his stuff. Maybe 
10,000 people! Big crowd! And The 
News-Sentinel drew big crowds then 
—draws big crowds today. Every 
weekday its audience is seven or 
eight times as large as the crowds 
that attended county fairs in their 
The News-Sentinel domi- 
nates Northeastern Indiana. 


_ FORT WAYNE, INDIANA © 


NEW YORK—CHICAGO- 


DETROIT 
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shows that from ’41 to ’44, billings 
increased 26.4%, agencies’ reve- 
nues rose 23.3% and wages rose 
17.9%. 


11 Agencies Get Most 


Agencies with annual billings 
of $1,000,000 and more, the re- 
port shows, numbered 11 and 
placed $23,903,139 of the ’44 total. 
It shows that 11 agencies, each 
placing from $500,000 to $1,000,- 
000 of advertising, accounted for 
$7,952,098 of the total; 14 agencies 
each placing from $100,000 to 
$500,000, placed an aggregate of 
$4,393,614, and five with billings 
of less than $100,000 placed $269,- 
445 of advertising in °44, 

In addition to the $36,518,296 
in regular billings, the bureau 
shows that the 41 agencies re- 
ceived $426,489 for other services, 
including market research. 


Adds Recorder Licensees 


Bendix Aviation Corporation, 
South Bend, Ind.; Bang & Oluf- 
sen, Copenhagen, Denmark; Py- 
rox Proprietary Ltd., Melbourne, 
Australia, and St. George Record- 
ing Equipment Company, New 
York, have been granted licenses 
by Wire Recorder Development 
Corporation, Chicago, which han- 
dles the licensing program of 
Armour Research Foundation of 
Illinois Institute of Technology, to 
produce Armour magnetic wire 
sound recorders. 


145 
Manufacturers Trust 
Promotes Gift Check 


_ Manufacturers Trust Com; 
is using New York newspape:: {) 
promote its gift check service. he 
check carries Christmas sc: 
and is packaged in a greeting- ud 
folder in holiday colors with its 
own matching envelope. The 
whole is in a glassine envelop... 
Radio spot announcements jy 
the New York metropolitan  -e, 
may be used later. Other sit 
checks in appropriate wrapp ngs 
will be issued later for Easter, 
birthdays, weddings, Mother; 
Day, Father’s Day, graduation, 
births, wedding anniversaries, nq 
other occasions. McCann-Erick- 
son, New York, is the agency. 


Take Over Control 
of Printing Firm 

John Mitschele and George Gor- 
don, who have been serving with 
the Navy, have taken over contro] 
of Gordon-Glover-Greene Printing 
Corporation, New York. Mr. Mit- 
schele has been directing the com- 
pany during the illness of the late 
Mr. Glover. David S. Gordon re- 
mains as president of the firm. 


Sadler Appointed 

George Sadler, formerly vice- 
president and associate publisher 
of Parade, published by Parade 
Publication, Inc., New York, has 
been appointed advertising man- 
ager of Pathfinder, published by 
Farm Journal, Inc., Philadelphia. 
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Make Old Products 
Better First, Is 
luckman’s Advice 


Chicago, Nov. 6.—Emphasis on 
the introduction and marketing of 
new products may have been 
overdone, particularly if it indi- 
cates a lack of effort to improve 
and develop old products, Charles 
Luckman, president of the Pepso- 
dent division of Lever Bros., told 
the Agate Club yesterday. 

“The past four and a half years 
of production under wartime con- 
ditions of scarcity and substitu- 
tion,’ he said, “have given man- 
agement an opportunity to study 
all phases of design, production, 
packaging and marketing. If we 
have not learned a great deal 
about how we can make better 
products, and how we can im- 
prove our merchandising opera- 
tions, then we don’t deserve to 
be in the positions we occupy.” 


Adopts New Formula, Packages 


Mr. Luckman added that Pep- 
sodent is now using a new and 
improved formula, as compared 
with its prewar ingredients, and 
that its new line of packages is 
new and different in design and 
colors, just as the advertising is 
new and different. 

Postwar success will demand 
better sales organizations as well 
as better merchandising and ad- 
vertising, he asserted. Few sales 
organizations are as good as they 
ought to be, he explained, because 
most companies hire salesmen in- 
stead of training them. As far as 
formal sales training, by class- 
room work, charts and movies 
is concerned, his comment was 
an expressive “Nuts!” 

“The successful way to train 
salesmen,” he said, “is by dem- 
onstration of successful sales 
methods in the store, office or fac- 
tory of the buyer. Thus our pol- 
icy has been to have every sales 
executive, from the sales director 
and sales managers down to di- 
vision sales heads and supervisors, 
work with salesmen in the field, 
so that the latter can see how 
selling is successfully accom- 
plished. This is more effective 
than all of the formal and theo- 
retical training that can be de- 
vised.” 


Should Help Dealer 


By the same token, the Pepso- 
dent head asserted, salesmen 
should sell a merchandising plan 
designed to help the dealer sell 
more and make more, rather than 
merely get orders for goods. Each 
Pepsodent salesman, he explained, 
calls on dealers with a _ specific 
program of merchandising, of 
which ordering an assortment of 
goods is only a part. The big idea 
is to sell a plan, after which or- 
dering the goods becomes auto- 
matie. 

Mr. Luckman offered a sugges- 
tion for more constructive adver- 
tising salesmanship, based on the 
saine idea. He said that the space 
salesman who comes in with an 
idea which will help -to sell more 
0.ds is always welcome in any 


Fait 


magazine 
| with the big 
audience” 


office, whereas routine selling of 
space and circulation does not 
open many doors. 


Tells Advertising’s Job 


“The great demand of the fu- 
ture, as far as advertising is con- 
cerned,” he concluded, “is that it 
be honest. Business has suffered 
a loss of public acceptance, and 
its rehabilitation must be accom- 
plished through advertising, 
which is the only part of business 
which is visible to the public. Ad- 
vertising therefore must demon- 


strate to the public that business 
is honest in its policies and its 
products. Business has made a 
great and fundamental contribu- 
tion to the progress of the coun- 
try, but it must not only be right, 
it must seem right in the eyes of 
the public. That is the great job 
ahead for advertising.” 


Marathon Starts Drive 


Marathon Company, Attleboro, 
Mass., manufacturer of Kiddie 
Kraft jewelry, has started a na- 
tional campaign to last until the 


Christmas holidays, using Par- 
ents’ Magazine, The Saturday Eve- 
ning Post, newspaper rotogravure 
sections and trade publications. 
Frank E. Dodge & Co., Providence, 
R. I., is the agency. 


Kohler Appointed 


Paul W. Kohler, formerly as- 
sistant to the advertising and sales 
promotion manager, has been ap- 
pointed advertising and sales pro- 
motion manager of the East 
Springfield plant of the electric 
appliance division of Westing- 
house Electric Corporation. 


41 
Hammond-Gotff Named 


Bay State Tap & Die Company. 
Mansfield, Mass., has appointed 
Hammond - Goff Company, Provi- 
dence agency. 


SIGNS OF LONG LIFE” 


FOR QUANTITY BUYERS 
ARTKRAFT® S168 CO. 
bisa Division of 


900 Kibby St, Lima, Okie, Ce | 
The World’s Lorgest Manvtecturers of. 
All Types of Signs 


@MEG U & PAT OFF 


today’s busy air traveler. 


face today’s challenging opportunities. 


...and at work! 


You have many things to say to management-men 


ground anchor for “head in the clouds” thinking and planning. 


tS ee 
ra emer 


Te modern Airlines Terminal in New York City houses the metropolitan ticket offices 
of seven great systems ... American, TWA, United, Eastern, Pan American, National, 
and American Export ... whose successful surmounting of time and distance barriers 


are bringing foreign lands and “geography book names” just around the corner for 
Sitting in the pilot seats, back at the executive offices of these companies, you'll find 
the active management-men . . . 59 of them Business Week subscribers, plus 173 


pass-along readers. This decision-making group looks to Business Week as a dependable 


By factual reporting and intelligent interpretation of significant business 


developments, Business Week arms these men with the straightforward facts needed to 


Wherever you find men of authority, you'll find Business Week close at hand 
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1906, will be “somewhat modern- 


More Human Hair) 5.3. Mr. Rieser said, with the 


jsame artist, Penrhyn Stanlaws, 


Available; Venida | acing the work. The Venida girl 
Plans Campaign | winen she appeared on 70-foot 


/'when she appeared on 70-foot 
New York, Nov. 8.— Venida| Panels on Broadway and on At- 
Hair Net Company expects to| antic City’s boardwalk. P 

market prewar human hair nets| Mr. Rieser estimated that “pres- 
by spring of next year, replacing|€™t hair styles will call for 100,- 
current rayon substitutes and re-| 900,000 nets a year. Not counting 
lieving the shortage prevalent | Orders from retailers, we receive 
since the war began in 1941. Plans | between 400 and 500 letters a 
are under way to resume large-| week from consumers asking how, 
scale advertising for the nets, where and when they can get real 


human hair nets.” He hopes to 
regain the 1921 high peak sales of 
65,000,000, and expects to employ 
about 300,000 Chinese women be- 
cause it takes one employe one 
day to make six hair nets. 


Fawcett Names Brown 


Horace B. Brown, formerly edi- 
tor of True, has been appointed 
editor of Best Detective Cases, 
new detective magazine published 


by Fawcett Publications, New 
York, which will appear early 
next year. 


Advertising Age, November 12, /94; 


Conro to Use Radio 


Corno Mfg. Company, 1D 
through Grant Advertisine | 
launching a 52-week campai:» 9 
15 stations of the Texas State Ne. 
work, for work clothes and pj. 
forms. Show will be a quertey. 
hour western musical rice 
weekly. 


Botsford Advances Two 


Arch Macdonald and Geor:e ¢ 
McNutt have been elected vice. 
presidents of Botsford, Constan- 
tine & Gardner, San Francisco. 


Heads Beauty Institute 


Argus Leidy, formerly adver- 
tising manager of U. S. Asbestos 
division, Raybestos - Manhattan, 
Inc., Manheim, Pa., has _ been 
named general manager of Bo- 
nomo Culture Institute, New York. 


llas, 


Remington to Needham 


Mahlon G. Remington, formerly 
with Crowell- Collier Publishing 
Company, has joined Needham, 
Louis & Brorby, Chicago, in the 
merchandising service depart- 
ment. 


Norvin H. Rieser, Venida presi- | 
| dent, reports. Newspapers, maga- | 
| zines and radio will be used in| 
1946, he said, through E. T.) 
Howard Agency. 

Mervin Rothschild and Irving. 
Adler, Venida’s foreign repre- 
sentatives, have left by plane for 
China to reopen the four Venida 
factories in Shanghai, Chefoo, | 
Weishin and Tsnanftu which) 
were confiscated by the Japanese. 
Mr. Rieser explained that if the 
| Chinese were able to hide a sup- 

ply of the hair nets in their homes 
| in 1941, some will reach this 
| country by spring. Otherwise, it 
| will be next fall before any siz- 
| 


able quantity reaches the market. 
Sell 65,000,000 at Peak 


an annual $500,000 promoting the 

nets, and at peak business, sold 

65,000,000 per year. In 1921, 
| when women cut their hair and 
discarded hair nets, sales dropped 
90%, reviving again in the late 
1930's. 

Venida’s 1946 ad campaign will 
feature again the Venida bathing 
girl trademark and the slogan 
“Venida Rules the Waves.” The 
original drawing, made back in 


| Before the war, Venida spent 


yp = end yo 


10 STATION WOW, 
| OMAHA, NEBRASKA 
JOHN J. GILLIN, JR. PRESIDENT 
JOHN BLAIR & CO., REPRESENTATIVES 
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¥ journal’ Names Editor 
ton llas, Theodore Christianson, public 
. oe ‘Si jations counsel of the National 
fot. CUM. cociation of Retail Druggists for 
‘she \et-e years, and three times gover- 
ss ini-# r of Minnesota, has taken over 
[ster e editorship of the NARD Jour- 
: al, Chicago. 
Two [plied Food to Mack 
ia a Allied Food Industries, Perth 
oe tee CEB mboy, N. J., has appointed Nor- 
Constar_ ama? A. Mack & Co., New York, 
ant gi » hendle advertising on Planta- 


ion health foods. 
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Gagin Adds Duties 


James P. Gagin, advertising 
manager of the druggist edition of 
Chain Store Age, New York, since 
it was inaugurated in July, 1938, 
has taken over additional duties 
as advertising manager of Chain 
Store Age Fountain-Restaurant. 
Alphonse Jacs, formerly in charge, 
has assumed new executive duties 
with the company. 


Plans Singapore Office 


Allis-Chalmers Mfg. Company, 
Milwaukee, plans to open a sales 


and consulting engineering office 
in Singapore next spring, with M. 
M. Tulloch, field engineer in the 
export section of Allis-Chalmers’ 
New York district office, in charge. 


Forms Sales Firm 


A. Boyd Zook has formed Boyd 
Zook Associates, New York sales 
representative, with offices at 475 
Fifth Ave. Telephone is Murray- 
hill 3-1093. Recently with the 
Committee for Economic Develop- 
ment, he formed the Business Ad- 
visory Council, New York, for 
small manufacturers in conjunc- 


tion with Frank W. Lovejoy, sales 
executive, Socony- Vacuum Oil 
Company. 


BMB Total Now 562 


Brodcast Measurement Bureau, 
New York, now has a total of 562 
member stations. Twelve stations 
have signed recently, including 
WOR, New York; WHAS, WAVE 
and WINN, Louisville; WTOC, Sa- 
vannah; WSAI, Cincinnati; and 
the following Arizona _§ stations! 
KGLU, Safford; KWJB, Globe; 
KTAP, Phoenix; KVOA, Tucson; 
KYUM, Yuma; KYCA, Prescott. 


@ After all, advertising is aimed at minds. Quick starting minds—minds that take the initiative 


—give advertisers the best results. The circulation that gives the greatest proportion of this type of mind 


gives the best results. Popular Mechanics delivers this type of mind exclusively. 


Popular Mechanics readers think and act quickly ... they are al/ P. M. Minded. They are 


inquisitive, inventive, interested . . . the kind of restless men who TRY... who BUY... who SELL 


their friends. Put these 2 million BUYERS and BOOSTERS behind your product. 


Reach the P. M. Mind and get the most responsive men in America as prospects for your product. 


* In 1902, H. H. Windsor, Sr. created a new type 
of publication when he founded Popular Mechanics 
—a magazine for curious, interested thinkers and 
doers. Today, on the same basic formula H. H. 
Windsor, Jr. publishes Popular Mechanics which is 
bought each month by over 700,000 people and 
has more than 2% million readers—readers with 


open P. M. minds. 


Pardou Ue 


Our City Limits 
Are Too Small 


GREENVILLE, S. C. 
Cet) $4,796 


Greenville’s city limits, only 
1% mile in radius, haven’t 
been increased since 1865, 
Therefore, Greenville’s pop- 
ulation is officially listed at 
34,734. 


Bul... 


123,000° 
PEOPLE 


Live within 
10 miles 
of the 


GREENVILLE 
NEWS 
BUILDING 


Greenville is the trading cen- 
ter of South Carolina’s lead- 
ing market. Located in the 
heart of 8 rich counties with 
a total population of 402,- 
600**, retail sales in 1944 
were $84,678,500°*. Green- 
ville County retail sales were 
$69,487,000°* — the greatest 
of any South Carolina coun- 
ty. When you select your 
100,000 markets include 
Greenville. 


The Gree quilt News at 
PANMENI UNIT 

YX UNGES Cust, COVERS enU 
pat Way M's Oe ony berer® 
. Sans 5° 3 ; 


Blanket South Carolina’s No. 
1 market, with 103% family 
coverage in Greenville Coun- 
ty and an average of 62% 
family coverage in 8 coun- 
ties surrounding Greenville. 
Total daily circulation 72,272. 


**Sales Management Estimates—1944 
*1940 Census 


GREENVILLE 
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KJR. KOMO Separate 


Official separation of KJR and 
KOMO, Seattle, has been an- 
nounced by Birt F. Fisher, new 
owner and manager of KJR. Mr. 
Fisher has managed both stations 
since 1933. Commercial manager 
for KJR will be Arthur Gerbel 
Jr., who has been associated with 
KJR-KOMO for 10 years. KJR 
continues as an American Broad- 
casting Company outlet. 
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82 Wall St., New York 


Survey Shows 50 
New Producers 
of Home Radios 


New York, Nov. 8.—More than 
50 producers of electrical and 
radio equipment, many of them 
war-born industries, have plans 
for manufacturing home radios, 
an informal survey by Radio Serv- 
ice Dealer, trade publication, dis- 
closes. 

The survey, made as of October, 
1945, points up the concern of 
established manufacturers over 
developments in this highly com- 
petitive field, a concern mani- 
fested by Stewart- Warner Cor- 
poration, Chicago, in advertising 
copy in trade publications and na- 
tional magazines. The copy, cap- 
tioned “A Friendly Warning,” 
states that “Following World War 
I, 886 makes of radio receiving 


sets were put on the market. To- 
day, 742 of them have been dis- 
continued! 742 orphans! The same 
thing may happen again after 
World War II.” 


Half Have Named Agencies 


Including as “new” in the sur- 
vey were all concerns in business 
less than five years and all those 
not manufacturing home radios 
prior to the war. The number of 
these whose marketing plans are 
more or less advanced is indicated 
by the fact that almost half 
have appointed advertising agen- 
cies or publicity representatives. 
Trade sources, however, indicate 
that factors such as the shortage 
of radio tubes, the affiliation be- 
tween set and tube manufactur- 
ers, and franchise arrangements, 
may limit the number of new 
producers who actually enter the 
market. 

The following are included in 
the Radio Service Dealer list: 
Aero Communication, Inc., Hemp- 


stead, N. Y. 
Air Associates, Inc., Los Angeles. 
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Air Communications, Inc., Kansas 
City, Mo. 

Aircon Accessories Corporation, 
Kansas City, Kan. 

Autocrat Radio Company, Chicago. 

Aviola Radio Corporation, Glendale, 
Cal. 

Bell Radio & Television, New York. 

Bendix Radio division, Bendix Avia- 
tion Corporation, Baltimore. 

Browning Laboratories, Inc., Win- 
chester, Mass. 

Communications Equipment & Mfg. 
Company, Chicago. 

c. G. Conn Ltd., Elkhart, Ind. 

Electronic Corporation of America, 
New York. 

Electronic Specialty Company, Los 
Angeles. 

Grenby Mfg. Company, Plainville, 
Conn. 

Hamilton Radio Corporation, New 
York. 

Hammarlund Mfg. Company, New 
York. 

Harvey Machine Company, Los An- 
geles. 

Harvey Radio Laboratories, Cam- 
bridge, Mass. 

Havey-Wells 
bridge, Mass. 

Hoffman Radio Corporation, Los An- 
geles. 

Karadio Corporation, St. Paul. 

Keith Radio, Bedford, Ind. 

King Radio Company, Kokomo, Ind. 

Lear, Inc., Chicago. 

Maguire Industries, Inc., Greenwich, 


Electronics, South- 


. 


Now! A UY, reader bonus ter Soult ade 


Want to hit the reader jackpot? 
Follow the lead of smart advertisers. 
Harness your ads to the momentum 


the screen is combined with the lasting 
influence of the printed page. 


created by parade’s consistent 
leadership in readership ...See how plus 
editorial response generates plus 


Higher readership is the result .. . 
page-by-page, Sunday after Sunday. 
Multiply that force by over 2,000,000 
families and you have impact that 


response to your sales messages. 


makes volume sales inevitable. 


parade’s arresting power is deliber- 
ately planned into every issue. Editors 
concentrate on non-controversial 
subjects packing universal interest. 
Each story is a motion picture in print. 
For the first time the eye magnetism of 


Your nearest parade representative 
will gladly tell you more. Write parade, 
405 Lexington Ave., New York 17; 

135 So. La Salle St., 
712 New Center Bldg., Detroit 2. 


Chicago 3; 


Advet 
Conn. 
John Meck Industries, Plyn ‘uth, 


Ind. Phi 


Meissner Mfg. Company, Mt. Co »me) Wir 
Til. ; aa 
James Millen Mfg. Company, \aq). 
den, Mass. An 
Pacific Electronics, Spokane, W (sh, 


Panoramic Radio Corporation, Ney Nev 
York. rw 
Philharmonic Radio Corpor: tion >". 
New York. ‘BB names 


Philmore Mfg. Company, New \ ork nua I 
Press Wireless, Inc., Hicksville Now MM receiv 
York. 


Radio Engineering Laborato» ries Ope 

Long Island City. ' indep 
Radio & Television, Inc., New ¥ or; NBC, 
Radio Transceiver Labora’ orice: Mand « 


Richmond Hill, N. Y. 


J 
Record-O-Vox, Inc., Brooklyn. are 5 
Remler Company Ltd., San Prap. sonal 
cisco. ity a 
Richardson-Allen Corporation, Ney Hi tent!) 
York. tatior 
E. M. Sargent Company, Oaklang . 
Cal. ‘ Th 
Sheridan Electronic Corporation, Fran! 
Chicago. ISCO 
Sperry Gyroscope Company, Great a 
Neck, N. Y. Paul 
Technical Radio Corporation, Sayj™ clear 
Francisco. woV 


Telicon Corporation, New York. 


Templetone Radio Mfg. Company, West 
New London, Conn. Ho 
Trav-ler Karenola Radio & Televi. ceivi 

sion Corporation, Chicago. 
— 


Universal Television System, Kansas 
City, Mo. 
Western Electric Company, New 
York. 
Westinghouse Electric Corporation, 

Sunbury, Pa. 
Wilcox Electric Company, Kansas 

City, Mo. 


Joins Lee Donnelley 


Albert Bohn has joined The Lee 
Donnelley Company, industrial ad- 
vertising agency, Cleveland. He 
was previously in the advertising 
and sales department of the World 
Publishing Company, Cleveland, 
and with the News and Press, 
Cleveland. 


Salada Promotes Haefele 


Salada Tea Company has an- 
ounced that Walter Haefele, sales 
manager in the Detroit and Michi- 
gan area, will become national 
sales manager Jan. 1, succeeding 
Norman J. Holmes, who has re- 
signed after 47 years’ service with 
the company. 


Theodoro Opens Office 


Theodoro Advertising Service, 
New York, national representative 
for the New York Post, Paris Post 
and Bronx Home News, has 
opened a Chicago office at 141 W. Not 
Jackson Blvd. John Hancock,@of the 
with the New York Post for theqMjself h 
last two years, has been namedfJglow 


Chicago representative. those 
—_—_—_—_————— ‘Knov 
Edson Leaves WBS nk 


Wesley Edson, formerly i0ff jobs 
charge of sales promotion andi ppog 
public relations for World Broad- visio 
casting System’s syndicated radio ayp 
shows and wired music, has re-Hyiip, 
signed to study television prior to 


taking another position. is 
ort id opmer 
Goodwillie to B&B oe 
John Goodwillie, former assist- Poy, 
ant advertising director of R nite 
Macy & Co., New York, and re- a 
cently a major in the air forces, : - 
has joined the copy staff of }en- ie 
ton & Bowles, New York. ie 
< iow P : illustr 
Joins ‘Western Family ducti 
Ken Smith, formerly regi nal a 


merchandising representative 0! 
Brown & Williamson Tobacco 0r- 
poration, has joined the merc :a!- 
dising staff of Western Fa vily, 
published by Western Fanly 
Publishing Company, Los An; les. 


— 


of its 
foreis 


pee 


< 


New Underworld of 


Sock Racketeers 


A Sound Lilly With » 


ry 
= @ © *% Li oe 


cy 


i 7 ( ' 
y. a | | 
4 a 
a 
ae 
a 
a 
ae 
— | 
7 SS % } 
— 121, h sy. ae 
. / Bot itis eS oy ft oe 
} | & ; “ \ as 
| | #3 i ‘1 es 
— Bas ‘ 
ee | the 5 See, 
= | ee f ee 
ae om, bef sattig 2 3 
: | a jete Coverage Bere 
: / a ses A e ie oe 
il “ye Comer of the EAS 
| | F. / of one boi 
cil aM ees. greatest : ‘i : oe 
— ap sndustrics ie 
| & st-wat a 
a aan ee pe Py ch Busing ee | ae 
oa | 
" . | 
2 vals | = 
| 
: | i 
d | RD 
oe ee 
: | 
> een te 
ae \ (3 ee A 
Be 4 é i ae 
pees & a Fx . wikeetae 
. my OCG. SS i 
ke oe COX - 
ae <8 ee 
i. \ (e «4 
ie ee 
ia — 
oe IR ay & 
eee Y 1} ~ 
e. 5 wy 7 val 
— * 
a’ IX 
ew. Pras \ 
Se Bi \ 
~ esas 
Be a \ 
Ft er \ ———__SS———" 
ae SS —__ ae ) 
: es EES ’ 
| eee = : pe: 
“a | a | ie 
| | Nhe pirnt : See 2 yg , me Yi 
** ieee = A. ts Fah “2 : - 5 
ae ? F a ‘ chew a ; \ 
e/a _ : Le _ ? kw \ 
ae | e eis aes *. ee many ” ® , 
‘ ei 4 es | : yin 8 e ’ ‘ 3 Ef ie # “t . 1945 : 
. a sae a 4 SECTION — SEPTEMBER 29, ) 
Sai. a Bead se 22 mad cai eae \ 
i Ss : ; oe 3 oS Bay ne ee pees Yo Beg ee er Ore mE ene Lae a ee ie 
ss i : ne <p el , ator < il I Cs ‘ : ile ae 
ae +4 — Roce isi pe Picasa pee os “i 4 s a ee ; Pe 
ae a ye be “i TES Toe : ae ; ae aun : res ¥ a gust Ree 
A | rg e Se ge Salaigeat me oe cA . e 4 , : ‘ ‘ 
oes oe 3 Fe es Re ee : ee ree li & es ae ‘ 
hd ri “eat a ae e Len ee ee ; gig 2 oe a ie pes A me i ‘% : 14) \9 
ae ny. 0 6yexvosou> = ti itr Js > Be: ae 
Gs, Be a its ! story :yaig gi og ee ~ fae oe t Mal - hat pie yee peig, i ; 
ee Ps ee me ee RI a ee 
pe: % me ¥ Se ye Bete Bry eee. | ae ~d “ S -— ‘ak eee af ee ss RX Sc a ts \ 
Be a RE etree tae are Se Le es eas “ Ye ‘ual ™ — bp: rp oe po ope sgh nate ay 
ee ; ee re seed meen TeX aa fae Pee P : . sig " er es » ? # (Seip : etre See ae ae ake cs « 
Pees as Baer Ber Shee he ae Peet he fa A . ny dc i es 
Geen ; ’ ~ ; se gs ape Meats’ pate ~ : eS ' See oy 5 ie dekh 
Cae errr 7 } See eee # i Secs = eas ? one Ps hips ; ve se \ 
Pa pert as \ he. ke Be ah gotten ree AE me net ms 3 
es PEAS ee aye ' lide ~ Pergo kad a ; - 
Berta a ae aaa 7 3% Oa =] 
= } ; . % s ; i 2 >} py pa as ig re ig : 
ae , — ; | ae ek 25 Ne ee? —" i ii. ee: ea Mf 
$5 | * “ : : <j Xe = a “i 7 ; fis . ; ‘ Je oe as ( $ per year s See % 
J i { oe are heal cura . lh ~ — eINA 
re Pe ~~ aa -~ & | oe yertf 
\\e | { — —°0C. Oe ee yO) | 
\ nnn | omar = aes, mew LIS 
| : : : ge a MS AS _— —* ' . ( i a. : 4 
¢ ai Ose" % ts “ten rr ™ Bas a gi & ‘ % cea ’ | ? ) 
‘ ee aes a ‘ — —— ‘A bas 5 I; 
‘ en oN he ee, ——— |» = \ ees ri eres I. 
es ee og ¥ \ * “ee aX 7 lad AY a, . : (2Gqgay —— tt. 
; : Pal * > = fs . 7 J : Pt. P ~ i i iain Tin mee, it Dividend Recut i 
f 7 , ee. Ae) », ee — : : , 4 ii’ | 
eS an a. Be ) aie SS $5,000 
& ‘i Seg si S if het : ‘ " : r . hs, ' 
/ 4 . ie 5 <5 i Bee aa tent a ae 4 I 
7 r . - Re % ee? in RPE) Vi ae c >. ans - ER 
> Se ee a" i alia  . Se eae eS aa es we eo age ane p ane “8 : oR FOLD caer FOr i 
, iL ~ ANY. eo rf SIV ;Ask daw foe - = ee Oe hae Ee fb he JAB © feb hed ? & ; ' ie TE ¥ ” tek* 
mL if db my ae a | KS mF o lam = wrt wonLD new } in 
prsanctal 1. 


r 12, 194sM™ advertising Age, November 12, 1945 
. = Raney, WRC, Washington; Bill 

Plyn outh Phil Irwin, KGW, Shepard, WFAA, Dallas; Charles 

’ . = Barrington, KDYL, Salt Lake 
It. : , 
t Come Wins H.P. Davis | city. and’ Leon Kelly, WRAK, 
any, Ma). Williamsport, Pa. 
“Announcer Award saves 
» Wash, 
ition, New New York, Nov. 7.—Phil Irwin,| Promotes Food Products 
orpor: ti KGW, Portland, Ore., has been Sands, Taylor & Wood Company, 


‘on, @ gamed national winner of the an- 
New York (nual H. P. Davis memorial awards, 
Ville Newf yece\ving a gold medal and $300. 
a Open to staff announcers of all 
*s, @ ndependent stations affiliated with 
New York (NBC, and of the network’s owned 


bora’ ries Mand operated outlets, the awards 
Gen are given in recognition of “per- 
Jan Fray. sonality, diction, voice, versatil- 
ity and maintenance of a consis- 
tion, New tently high standard in the presen- 
Oak! tation of programs.” 
akland, sas . 

The four additional winners are 
poration, J Franklin Evans, KPO, San Fran- 
ny, G: cisco, owned and operated station; 

’ eat 


Paul Shannon, KDKA, Pittsburgh, 
tion, Say clear channel outlet; Ray Olson, 
WOW, Omaha, regional, and Jim 


— Westover, WGL, Ft. Wayne, Ind. 
" Honorable mention winners, re- 
& Teley ceiving certificates, are Walter 
m, Kansas 
ny, New 
rporation, | Richard Hubbell’s 
yr, Kansas wn 
| The Lee 
and, a 
‘leveland, 
id Press, mn PRODUCTION” 
— DIRECTION 
eee | ACTING 
national 
a ADVERTISIN G 
vice with : 


BROADCASTING 
WRITING , 


ffice 


Service, 
] tativ 
ign | DESIGNING, ETC. 
Cws, as 
t 141 W. Not si th d 
Teineotk of aa pone og ob J US T 


t for the 
n named 


self has there been such a 
glowing opportunity for 
those having the necessary 
“Know How” as Television 
, now presents. The crux of 
Television's development 


ouT! 


‘i rly - problem at this stage is the 
Non nL IBPROGRAM — and in TELE- 
oa radia VISION PROGRAMMING a MURRAY 


AND PRODUCTION, Richard 
Hubbell not only brings you HILL BOOK 
up-to-date on every phase of the work, 
but outlines potential near-future devel- 
opments as well. 


has re- 
| prior to 


sr assist-fy Technical limitations and possibilities 
of R. He detailed from the all-essential pro- 
and re-j %™ standpoint. Writing — acting — di- 
ir forces, ing — advertising — production — de- 
of Hen- signing — and Television’s relation to 


theatre and the movies are but a few of 
the subjects covered. 50 selected photos 
illustrating specific productions and pro- 
duction problems provide in themselves a 
highly valuable course of instruction in 
this latest of the Arts. The very first book 
of its kind! 207 pages. Price $3 ($3.25 


foreign). 

COMPLETE 
AUTHENTIC 
DATA 


on the Most 
Advanced Television 
4A «= Techniques — both 
Here and Abroad 


Somerville, Mass., has launched 
a New England newspaper cam- 
paign featuring King Arthur cof- 
fee, tea bags, flour and biscuit 
mix. Trade publications are also 
being used. Alley & Richards is 
the agency. 


Monroe Joins Mathes 


Arthur F. Monroe, formerly 
with Time, and previously with 
United Press for seven years, 
has been appointed associate di- 
rector of public relations and pub- 
licity of J. M. Mathes, Inc., New 
York. 


C&S Air Lines Adds Two 


Lt. Col. N. Henry Josephs, for- 
merly special consultant to the 
Under-Secretary of War, has been 
appointed executive assistant to 
the president of Chicago & South- 


ern Air Lines, Memphis, Tenn. 
John S. White, formerly personnel 
manager of Colgate Aircraft Cor- 
poration, Amityville, N. Y., has 
been named personnel manager. 


Elgins Sets Two Shows 

Elgin National Watch Company, 
Elgin, Ill., will sponsor two two- 
hour shows over CBS on Thanks- 
giving and Christmas at 4-6 p.m., 
EST.* The company has sponsored 
similar holiday shows for the past 
three years. J. Walter Thompson 
Company, New York, is_ the 
agency. 
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a «++ OF send coupon today ! 
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] soe ay | — BOOKS, 1 

a ept. 

32 Me sig Ave., i 

I iew York 16, N. ¥. t 

I Rush a copy of Hubbell’s TELEVISION v 
tet 1 ROGRAMMING AND _ PRODUCTION. 

y J $3 enclosed ($3.25 foreign); or () send 
r $5,000 -.O.D. for this amount plus postage (no 
“a I oreign C.O.D.'s.) 1 
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a list of 1000 of its best 
f the store and desirable prospects for a wide range 


To these people Fact Finders Associ 
1. “What sa do you read fegularly?” 


r first and second choice magazines: 


he charge-account customers of 
& COMPANY, Chicago, Ill. 


& Company, leading C 


products. 
Inc. sent 


7A 


ago department gMre, 
arge-account c 


stionnaire asking: » 


000 new vacuum cleaners . 
models than does the average family. 


Best (uslimers ARTMENT STORES 


OF AMERICAS BEST 


"Vere TIME tops | 


‘comers, 


me 


:- 


The top an of this top-flight store give Time more 
than 21% times as many votes as any other magazine which 
carries advertising. And more say they read TIME regularly than 
wot other magazine except multi-million circulation Life. Sur- 

veys like this in better stores throughout the country are showing 
similar results. 
For Time’s readership is highly concentrated among the nation’s 
better-living, better-off citizens. With incomes more than $3,000 
a year higher than the average U.S. household’s, Time’s more- 
than-a-million families buy quality products, and buy them 
continuously. Research shows that in a representative four-year 
period, for example, they buy about 300,000 new washing 


machines—about 150,000 new electric ranges, more than 390,- 
.. and they choose more expensive 


This habit of buying more often and paying more for it covers 
not only costly home-equipment, but just about every kind of 
product sold to and through department stores. And these TIME 
families who buy the best for themselves are the leaders who set 
the buying trends for millions of other families the country over. 


Advertisements in Time hit the right addresses and ring the 
right bells—go straight to the top customers other customers copy. 


*Evidence previously submitted: Joseph Horne Co., Pittsburgh . 
Hutzler Brothers, Baltimore . . . 
Dayton .. 


B. Forman Co., Rochester . . 
. The Dayton Co., Minneapolis . . . 


.. Rich's, Atlanta 
. The Rike-Kumler Co., 
Thalhimer’s, Richmond. 


. 
Your best customers vote TIME, tops 
ee ‘ ' , ———ee P 
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’ : Society for Metals, Cleveland, O., ; dents are G. E. W. Nicholson, fo, 
Sun S Dynafuel hegre to Paul Block , as editor of technical books. He Van Blarcum Appointed merly resident manager oi the 
C ; B ¥ * David ea tae Daal — also —_ in the work of the ; ae . Van ys Agen eastern {: Savannah plant, who will dire 
e | the resor ‘ 5 educational committee and prepare | trict liquor sales manager, has| manufacturing, and Donal 
ampaign egins; a of ~ ge a tall lecture series for use by the so-| been Oe ao eng sales | Hardenbrook, formerly assist: Pe 
ribune, New r tmes and) ciety’s 69 local chapter groups. manager of the import division|the president, who will \a\. 
Plans New Outlets |New York World - Telegram, has of McKesson & Robbins, Inc., with ph of industrial and ; blie 


(Picture on Page 63) 
Philadelphia, Nov. 7.—Sun Oil 


Company this week began adver- | 


| joined the resort and travel de- 
partment of Paul Block & Associ- 
| ates, New York. 


Named AWD Chairman 


Marie H. Houlahan, director of 
publicity and public relations for 


headquarters in New York. 


Union Bag Promotes 3 


relations and of woodlands, 


Stix-On Names Cayton 


tising and promotion of its new 
Sunoco Dynafuel and announced | 
plans for expansion of retail out- 
lets involving an estimated ex-| 


WEEI, Boston, has been appointed 
national chairman of the publicity 
committee for the NAB Associa- 
tion of Women Directors, as well 


H. S. Daniels, formerly in 
charge of sales of Union Bag & 
Paper Corporation, New York, has 
been elected executive vice-chair- 


Stix-On Company, Newur, 
dental products, has _ appo nted B 
Cayton, Inc., New York, to ‘an. 
dle its advertising. Newspaper; 


Parks Appointed 


John M. Parks, formerly en- 
gaged in teaching and research at 


: _Rensselaer Polytechnic Institute, | as publicity director for the AWD’s| man, succeeding H. P. Carruth,| and consumer magazine ill of 

nae penditure of $10,000,000. cig Bos a “pater n, 5 F vy a gazines will be Mi vaniz 

— | it, « Geese aaeiiiede tn has joined the staff of American] first district. . resigned. Also elected vice-presi- | used. aad 
325 dailies, using 1,000 to 2,100 —— 


| lines, in addition to the NBC 
Lowell Thomas program, the cam- 
| paign stresses the new fuel fea- 
tures developed in war time. 
Extra power, rapid starting, fast 
acceleration and anti-knock ad- 
vantages are claimed for the new 
fuel. 
In 

| marketing practices, the Dynafuel 
| campaign adds the molecule to 
} 


its dealer promotion and 


the growing list of scientific terms 
in advertising that now includes 
aminos, vitamins, atoms and elec- 
trons. Processing of Dynafuel is 
based on a catalytic cracking of 
gasoline molecules developed by 
Eugene J. Houdry, the French 
scientist, first used in 1937, the 
trade promotion explains. Sun 
Oil’s Marcus Hook refinery has 
six Houdry units as well as two 
thermal units with a charging 
capacity of 125,000 barrels per 
day. 

Dealer plans, which call for the 
construction of 400 new service 
stations, mostly for independent 
operators, will emphasize exclu- 
sive marketing rights to Dyna- 
fuel. Special crowns will be in- 
stalled on gas pumps, and special 
panels, pennants and insignia will 
be furnished to retail stations to 
emphasize exclusively of the 
product. 


Jockey Club Launches 
_Institutional Campaign 


The Maryland Jockey Club, op- 
erator of the Pimlico race course, 
Baltimore, is launching the first 
institutional advertising campaign 
ever run by a racing association. 
Insertions will appear in every 
daily and weekly newspaper in 
Maryland in the forthcoming year. 
Quotation House, Inc., Bel Air, 
Md., is the agency. 
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Production is expected to be 


has} raised to the prewar normal rate 


again begun making Magic Chefs,| by the end of the year. 
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T 12, 1945 Advertising Age, November 12, 1945 
olsor Pp _ . . . . . . . . . , ne mrlL- 
er 0 a Mitchell Rejoins Frigidaire |Export Agency Ups Firpo| American Stove a a pois of work on 
wil Cirec(f| F.M. Mitchell, director of the) G. E. Firpo, formerly produc- R O eis en Th Ee, ae 
ona JM wes durable goods division, has| tion manager of Export Advertis- = oe pee : 
assistant resigned his position and will re-|ing Agency, New York, has been esumes utput which it is distributing to dealers 
Will ave join the Frigidaire division, Gen-| appointed manager. Lt. William| St. Louis, Nov. 6.— American| 0" the basis of their 1941 sales. 
ind publ eral Motors Corporation, Dayton,| Hirshfeld, recently with the Navy,| Stove Company, maker of Magic} Stanley E. Little, vice - president 
inds. 0., as manager of laundry equip-| succeeds Mr. Firpo. Chef gas ranges, in advertise-|in charge of sales, has advised 

ment sales. ments in Better Homes & Gard- — end — gee! ques- 
ryton . : ens, Parenis’ Magazine and The| "on the advisability of advertis- 
New or, ff Appoints Wickstrum American Paper Builds Saturday Evening Post, has an-|ing now on the prewar scale, 
appo intel P rt American Paper Goods Com-|nounced that “Magic Chefs are| “retailers who actively advertise 
SS a eq B. K. Wickstrum has been ap-| pany, maker of ice cream con- here again” and urges that the|and promote the sale of their 
'e ‘an- @ pointed midwestern sales manager | tainers, beverage cups and other 8 ~ : , 
Cwspapers Mf the lighting division of Syl-| paper products, has begun con-|St0ves be made the starting point products now will benefit most as 
“S Wl! be @ ania Electric Products, Inc., with| structing a modern, 300x600-foot| “in designing your dream kitch-|competiton for the consumer's 

headquarters in Chicago. plant in Chicago. en.” dollar becomes tougher.” 
a, 
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«2 West 45th St., New York 19 — 412 West Gth St., 


so 


up 


Los Angeles 14 


Meldrum & Fewsmith, Cleve- 
land, is the agency. 


Griffith Goes National 


| Legal requirements 


ect 
| Typography 


Homer Griffith Company, radie 
station representative, with offices 
in Hollywood, San Francisco and 
Seattle, has opened offices in Chi- 
cago and New York. Al Halus, 
formerly on the staff of WLS, Chi- 
cago, and a free-lance writer, pro- 
ducer and actor for 11 years, has 
been appointed head of the Chi- 
cago office. John Livingston, for- 
merly with Hearst Radio Sales on 
the Pacific Coast, will head the 
New York office. David William- 
son, formerly with Don Lee Broad- 
casting System (Mutual) and 
KFRC, San Francisco, has been 
made the new manager of the San 
Francisco office. 


Inland Press Adds Three 


Free Press, Detroit, Record, 
Kitchener, Ont., and News, Mt. 
Vernon, O., have been made mem- 
bers of the Inland Daily Press As- 
sociation. 


Shaping product and 
package to suit the 
consumer... 
22 development 
and design 
elements 
assuring a big 
buying market 


Here is a sure-fire approach to the 
salability of your product—a new 
marketing technique which hits each 
development-aspect all the way 
down the line and translates it into 
a feature which will ensure the in- 
herent marketability of the com- 
modity. This book brings you the 
first organized treatment of the new 
essential business function which 
takes the guesswork out of measur- 
ing public reception, and assures 
your product the sales that are ex- 
pected. It touches on the technical 
details of consumer needs and use, 
the most successful sizes, shapes, 
colors to use—it presents the au- 
thor’s well-known “pre-search” tech- 
nique, and considers every aspect of 
marketing, performance, physical 
form and production in their relation 
to the sales appeal of the product. 


Just Published! 


DEVELOPING 
MARKETABLE 
PRODUCTS 


And Their Packagings 


By BEN NASH 
Product Development Consultant; 
Lecturer, New York University, Mar- 
keting Department; Pratt Institute, 
Department of Industrial Design. 


404 pages, 534x834, 80 figures, $5.00 


This book not only includes all the 


small technical details of package 
design, but rolls all the diverse, 
hitherto highly specialized knowl- 


edge on the subject of product mar- 
ketability into one workable sales- 
building program, integrating the 
promotive talents of the market 
analyst, copy-writer, packaging ex- 
, artist, designer, salesman, etc. 


Covers the modern product and package 


| development job with practical pointers 


and methods on: 


Analysis 

habits 
Competitive 
Sales promotions 


of consumer needs and use, and buying 


considerations 
and selling methods 
marking branding and commodity message 
operation and performance 
Design appearance st 
», dimensions 
Color sel io texture 
and type se 
Design obsolescence 
See the book for 10 days! 

=—_ eee ee ee ee ee ee ee ee 
BOOK CO, 
N. ¥. C. 18 


MceGRAW-HILL 
330 W. 42nd St., 
Send me Nash—Developing Market- 
able Products anu Their Packagings 
for 10 days examination on approval 


In 10 days I will send $5.00, plus few 
| cents postage, or return book post 
paid, (Postage paid on cash orders.) 
DE. “tiveddedaed teh dew e seen 
Address . 
City and State 
Companys 
Position 
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Canada Dry Ad Plans 
‘Stay Put’ for 1946 


Canada Dry Ginger Ale, Inc., 
New York, plans no changes in 
advertising for the coming year. 
The company will continue to use 
national magazines, newspapers, 
spot radio and outdoor but will 
concentrate most of its promotion 
on sparkling water due to the 
reduced sugar allotments for other 
beverages. The company will use 


By management 
men of the Central 
West as the source 
of daily business 
news in the na- 
tion's greatest in- 
dustrial area. 


450 mewspapers for sparkling 
water in 1946. J. M. Mathes, Inc., 
New York, is the agency. 


‘Constructioneer’ Starts 


Constructioneer, a new  bi- 
weekly trade publication which 
will serve the construction indus- 
try of New York, New Jersey, 
Pennsylvania, Maryland and Dela- 
ware, will be issued in mid-No- 
vember. George C. Stewart is 
publisher, H. S. Swartz editor. 
The publication will have a cir- 
culation of 7,000. 

Its backers have been publish- 
ing Construction Digest in In- 
dianapolis, and New England 
Construction in Boston for several 
years, without connection, but are 
collaborating on the new bi- 
weekly. Headquarters of Construc- 
tioneer are in New York 


York Safe to Durstine 


Advertising of York Safe & 
Lock Company, York, Pa., has 
been placed with Roy S. Durstine, 
Inc., New York. he company 
has resumed manufacture of bank 
— safe deposit boxes and 
safes. 
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NEWSPAPER LINAGE GAINS—Media Records’ measurement of newspaper 
advertising linage in 52 cities shows all classifications with substantial gains in 
September, compared with the same month last year. The financial classification 


made the largest gain—35°%—and automotive was next, with 32.8%. 


In the 


Jan. 1-Sept. 30 period, total display was 0.4% below the same period last year, 


and total advertising gained 0.1%. 
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WKY’S 


NEW ANTENNA 


HORIZONTAL 


WKY RADIATION 
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RADIATION INCREASED 


WKY’s new 915-foot antenna proves that 
a radiator can be buile which flattens 
wasted sky waves and concentrates them 
along the ground, pushing them out 
farther and stronger than was ever thought 
possible. 

WKY ’s “‘big Stick’’, a daring experi- 
ment, has already proved itself more than 
a showpiece. Because of its radically new 
design, WKY’s signal is stronger and goes 
farther than ever before. Its signal strength 


of 664 millivolts per meter (at 1 mile) is 


58.8°%, greater than with the same power 
radiating from a standard quarter-wave 
antenna! 

WKY, once again, has dared to pioneer 
to bring better radio service to more Okla- 
homans and increased selling opportuni- 
ties to its advertisers. 


OWNED AND OPERATED BY OKLAHOMA PUBLISHING CO 
The Daily Oklahoman and Times — The Farmer-Stockman 


KVOR, 
REPRESENTED 


Colorado Springs—KLZ, Denver (Affiliated Mgmt.) 
NATIONALLY BY THE KATZ AGENCY 
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Candy and Book; 
Get High Rating; 


in Car Cards 


New York, Nov. 6.—Adver ise. 
ments for a new candy with ou. 
put restricted to armed forces ang ~. 
for “Strange Fruit,” marking the 


first time a novel has been ro. plat 
moted through transportation aq. °" 
vertising, won considerable at:en. & Alte 
tion, according to the most recen;  ’ “ 
Advertising Research Founda’ io AcE 
survey of copy in street car "‘ 
buses and trackless trolleys oj ™ |“ 
Cleveland. ~ 
The survey was published a; : 
Study No. 4 of the Continuin, B® 
Study of Transportation Adver. me °° 
tising by the foundation, in coop. § ‘" 
eration with the National Associa. °° 
tion of Transportation Advertising § * 
and Mitchell, McCandless & Klau; 2?" 
Cleveland. Cl 
Top ranking card, for Paul Jone: =e 
whisky, was observed by 34% of 
both men and women — anothe: r 
oddity, the foundation reported, rs 
Cards promoting Alka-Seltzer ani § \,; 


Marchand hair rinse were read b; we 
30% of men and 33% of women se 


and 23% of men and 35% of ™° 
women, respectively. These were yee 
the highest percentages scored in ne 
any study to date, the foundation a 
announced. The study was based @ °” 
on 1,384 completed interviews, °" 
representing a cross-section of the oe 
city’s 860,000 basic population {°° 
(men and women 15 years of age no 
or older). | 
The M&M candy-coated choco-  °” 
late ad won the attention of 20% f°" 
of both men and women, and the per 
“Strange Fruit” card attracted = 
16% of the basic population. - 
lia ° be 

Returns to ‘Tribune | 
W. S. Bowman, serving with the wi 
Army in the South Pacific area cal 
for, the past three years, has re- for 


turned to his former duties a: 

advertising director of the Tribune 

South Bend, Ind. E. J. Meehan @ N 
acting advertising director in Mr. 

Bowman’s absence, resumes hi: sp 
duties as national advertising man- po 
ager. Frank J. Deneen has been Ti 
named retail ad manager, and W; 
Clarence W. Harding has been ap- in, 
pointed public relations director. tic 


AMA ‘Journal’ Hits Trade ca 
Name Promotion of Drugs § |, 


Marketing of such preparations pr 
as penicillin and tyrothricin under 


special trade names would con- A 
fuse the identity of the drugs, the ar 
Journal of the American Medical de 


Association charged in its Oct. 20 fa 
issue. 
Declaring that the success of S 


sulfonamide therapy has_ been 

partly due to the availability 0! 

these compounds “under nonpro- in 
prietary names,” the Journal edi- th 
torial says: “The medical profes- Se 
sion may well resent these ait- th 
tempts to muddy the clear waters at 


of scientific advancement to con- th 
ceal a desire for unwarranted in- st 
dividual profits.” al 


Patten Tests Crust Mix “ 
Patten Food Products, Chatt:- Py. 
nooga, is running an eight-week } 
newspaper and radio test cai- 
paign in Greensboro, N. C., tor 


, 


Mis’ Julie’s Crust Mix. The ca:- 


paign, stressing convenience i 
preparation, appears in 550-line 
space in the Greensboro News a1 t 


Record, and employs one-mini te 
spots and station breaks o' 
WBIG and WGBG, Greensboro 


“A Bit of Paris in New York” 
; @« 


Eu. 1906 
FRENCH RESTAURANT 
REAL FRENCH CUISINE 
LUNCHEON From $1.50 
DINNER From $2.00 
Famous French Candies 
185 EAST 52d ST. 


e a 48 : pe |_| Ad 
7 i 
oa a || a - C: 
- 
- 2% 
| 4 i | Ce ee SE 
— . rred 7 
| P Chicago | 
Piirnal —- l 
| Ro Se 
— Commerce | 
a ies. | ee red re errr rare momen = + 7 
1m P . 
| EE eo & 
— | | 
salle — é 
i « 3 ; 
—— e , 
aes: Se a 
. ae 
: oe |e 
| : as eee 2 ae | 
j S|) , 
Sa { " ‘ ec cuon bale Pal Da a er ——— a 
ee | | i | e ——— 
ha | a B.——OOkIahoma City AD 
_. ~~ ie” = . 
| | § CMM : 
| st i : | 
| 3% ‘ 
a | ‘ i M | 
| ar ani 


igs 


iver 
ith 
rces 
cing 
en ro- 
‘tion ad. 
e atten. 
t re 
nda tion 
et car 
lleys 


S5e- 
ut. 
ind 
the 


shed as 
ntinuing 

Adver- 
in coop- 
Associa- 
Vertising 
& Klaus, 


ul Jones 
34% of 
-anothe: 
eported. 
tzer and 
read by 
women 
35% of 
se were 
cored in 
indation 
aS based 
erviews, 
m of the 
pulation 
s of age 


lL choco- 

of 20% 
and the 
attracted 
ion. 


with the 
ific area 
has re- 
uties as 
Tribune 
Meehan 
r in Mr. 
mes his 
ng man- 
las been 
fer, and 
been ap- 
rector. 


Trade 
Drugs 


yarations 
in under 
uld con- 
rugs, the 
Medical 
s Oct. 20 


iccess of 
as = been 
bility of 
nonpro- 
rnal edi- 
1 profes- 
hese at- 
ir waters 
. to con- 
anted in- 


Mix 
Chatta- 

sht-week 

2st Cam- 


Advertising Age, November 12, 1945 


Certified Lamp 
(croup Resumes 
h.ds Next Year 


‘leveland, Nov. 9.— Certified 
L: mp Makers, a nationwide group 
portable lamp manufacturers, 
loans to resume advertising next 
:mmer after a five-year lapse 
n Julien, secretary to the ad- 
viory board, told ADVERTISING 
Ace. Mr. Julien also is an execu- 
tiie with Foster & Davies, Cleve- 
d agency, which handles ad- 
‘tising for CLM. 
On the IES tag of certification 
the Illuminating Engineering 
Society, and on the slogan, “Bet- 
ter Light—Better Sight,” the 
group spent more than $1,000,000 
in advertising, through Foster & 
Davies, between 1934 and 1941. 
CLM, instead of IES, will be 
stressed in the new campaign. 


Parts, Materials Slow 


Advertising resumption after 
v-J Day has been delayed by the 
difficulty in getting parts and ma- 
terials for lamps, Mr. Julien said. 
Meetings to preview new designs, 
outline the general direction of 
the campaign, and enlist new 
members were held at the Con- 
tinental Hotel, Chicago, Nov. 2, 
and the McAlpin Hotel, New 
York, yesterday. Media and other 
factors of the new campaign have 
not been determined. 

The group formerly embraced 
60 manufacturers. With a pres- 
ent nucleus of 25, Mr. Julien ex- 
pects that the postwar group and 
campaign will be larger than be- 
fore. Proceeds for the advertising 
will come from the sale of lamps 
bearing the CLM tag. 

Any member of the industry 
who observes the group’s specifi- 
cations and submits his products 
for test may use the tag. 


Norwalk Tire Ads Ready 


“Gratifying results” from a test 
spot campaign on WICC, Bridge- 
port, Conn., have led Norwalk 
Tire & Rubber Company, Nor- 
walk, Conn., to consider extend- 
ing individual station spots to na- 
tional scope. The entire national 
newspaper, magazine and radio 
campaign will be ready for the 
lifting of tire rationing, accord- 
ing to Jack Whitehead, Norwalk 
president. 

Through General Advertising 
Agency, Hollywood, Norwalk spot 
announcements include listings of 
dealer names and stress the safety 
factors in Norwalk five-ply tires. 


Seeks Control of Signs 


Regulation of outdoor advertis- 
ing along highways is sought in 
three bills to be introduced by 
Sen. Thomas G. Desmond when 
the New York legislature convenes 
at Albany in January. Saying 
that New York is behind other 


states in eliminating “eyesores” 
and “danger spots” from high- 
ways, the senator declared that 


tourist trade “could reasonably be 
expected to rise from a little over 
$800,000,000 (prewar) to over one 
billion dollars” if regulations are 
imposed. 


ABP to Meet May 22-25 


The first spring conference of 
tie Associated Business Papers to 
be held since 1944 has been set for 
May 22-25, 1946, at the Home- 

“ad, Hot Springs, Va. 


NO USE TURNING 
CUSTOMERS AWAY 


nd pat ver per If You 
t oing jus at. 
ere’s a 7 billion "he 


‘llar market you 
\uld encourage] COSMETICS 
mply by letting& 
ese people know you'd welcome their 
isiness. For the Negro looks to his race 
ess for guidance. Your advertising in 
e Negro papers can earn his confi- 
nee, good will and regular patronage. 
But whether your product is cos- 
etic, food, drink, wearable, or any- 
iing else, it will pay you to write to 
terstate United Newspapers, Inc., 545 
ifth Ave., New York, for the facts on 
e success stories built out of reach- 


Sylvania Survey 
Predicts FM Sales 
of $600,000,900 


New York, Nov. 6.—FM set pro- 
duction may add a new $600,000,- 
000 market to the radio set busi- 
ness within the next two or three 
years, according to a survey of 
radio set owners recently com- 
pleted by Sylvania Electric Prod- 
ucts, Inc. Frank Mansfield, direc- 


tor of sales research, said “this 
means that 10,700,000 FM sets can 
be sold out of a total market for 
17,400,000 sets.” 


Most Bought in ’41, ’42 


FM set owners today represent 
less than 2% of set owners, three- 
quarters of whom purchased their 
sets in 1941 and 1942. The survey 
showed that 56% of the prospects 
were willing to pay $100 to $150 
more for an FM set with true 
high fidelity; 27% will pay $30- 
$50 extra; and 13% replied “don’t 


know.” 

FM listeners in the New York 
area were deprived of the oppor- 
tunity of listening to network 
broadcasts due to the edict of 
James C. Petrillo, American Fed- 
eration of Musicians president, 
that the nets use separate musi- 
cians on FM network shows. The 
broadcasters’ reply to this 
“featherbedding”’ demand, was to 
“temporarily discontinue opera- 
tions.” NBC, CBS and MBS were 
affected. 
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Rejoins Murrill Company 
Col. Hugh A. Murrill will rejoin 
Murrill Co., New York, Nov. 15. 


DEALER NEWS 


Weekly Automotive Trade Newspaper 
Covers the 11 Western States 

... 1st in California (rated 2nd in Retail 
al lst in Auto Registry) 
Los Angeles County (rated Srd in 
Market Area, Ist in Automotive 


Market) 
. . « lst to Service Stations, Car Dealers, Auto 
od Services in 11 Western States 
Main Office—ii2 W. 8th St., Les Angeles 15 
San Francisco (5), 690 Market St. (4) 
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Pros and Cons Tell Views 
on Signed Ad Copy 


To the Editor: In the subject 
of your editorial “Let’s Not 
Glorify Advertising” (AA, Oct. 
29), there is room for much con- 
troversy. In my opinion, an in- 
conspicuous signature would not 
detract in any manner from the 
advertising and may even be in- 
strumental in increasing interest 
therein. For instance, if I see an 
appealing ad or exceptional styl- 
ing, I would like to know its 
originator. Some day I may have 
need for something similar. 

Each individual involved would 
be constantly on his toes to pro- 
duce something over his signa- 
ture that would possibly contain 
more thought than many of the 
ads appearing today. 


Americans strive for recogni- 


This department is a reader’s forum. 


t 


tion—a baseball team works hard 
for a pennant—a wrestler for a 
belt. Is it not true then that com- 
petition might produce some bet- 
ter material? 

With further reference to your 
statement that “practices of this 
nature can detract seriously from 
the basic function of advertis- 
ing,” I do not feel that this is 
entirely correct. On the very 
page on which your editorial ap- 
pears, there is a cartoon by Greg- 
ory D’Alessio with a credit line 
to Collier’s which does not in any 
way detract from the cartoon 
itself. 

I do not think the signature on 
a painting, or a columnist’s by- 
line, detracts in any way—in fact, 
many times it adds interest to 
the item. Top executives and ad- 
vertising men read ads for ideas 


or to keep pace with what the 


Letters are welcome. 


other fellow is doing. They, no 
doubt, would be interested in sig- 
natures, The layman reads an ad 
because of his interest in the 
product and probably would not 
even notice the signature. 

I think it would be interesting 
to read a few “pros” and “cons” 
on this subject as_ practically 
every other creative field signa- 
tures its work. 

H. J. KLEEFISCH, 

Sales Director, National As- 

sociation of Bedding Manu- 

facturers, Chicago. 


To the Editor: I am in com- 
plete accord with your editorial 
“Let’s Not Glorify Advertising.” 

The test of any advertisement 
is the results it produces, not how 
pretty it looks framed within the 
pages of a publication. An ad that 
over-impresses one as being clever 


AND 


ANNUAL SALES 
DINNER 


PRESENTATION OF 


PRIZE AWARDS 


“a 


“Forsythe always wins... since they gave him [OWA asa territory.” 


Forsythe’s list of firsts isn’t bad. 


But it’s more 


than matched by Iowa’s—with its clear title to 
first among the nation’s top 20 markets, in sta- 


bility. First in freedom from reconversion prob- 
lems and first, too, in ease and economy of sales 
coverage! For with The Des Moines Sunday Reg- 
ister, you can cover 70°, of all the commodity- 


hungry consumers... reach 70% 


ban retail outlets . 


. in this: the area where 
farm income alone averages double that for the 


of all the ur- 


rest of the nation. Put those firsts together and 


they add up to a full sales potential now. Not 


six months from now' 


THE DES MOINES 
REGISTER anv [RIBUNE 


Covering Metropolitan lowa 


A STATE-WIDE URBAN MARKET RANKING 


AMONG AMERICA’S FIRST 20 CITIES 


Nationally represented by Osborn Scolaro, Meeker & Co., New York-Chicago-Detroit 


dae he 
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or beautiful fails in its real duty. 
If an ad is properly written and 
laid out, it will get results and 
the composer of the ad _ will 
usually get the proper commen- 
dation from the copy chief in the 
agency or even from the higher 
ups, and either the agency or the 
copywriter himself will generally 
be commended also by the ad- 
vertiser who pays the bill. Art 
for art’s sake may satisfy our 
personal ego but art for the cli- 
ent’s sake will bring bigger re- 
turns in the long run. 
F. I. LACKENs, 

Advertising Manager, The 

Hays Corporation, Michigan 

City, Ind. 


Schaible Belongs Among 
Direct Mail Leaders 


To the Editor: I just noted the 
item on Page 4, Oct. 22, headed 
“Direct Mail Group Announces 
Award,” and thought you might 
want to know that we were des- 
ignated a direct mail leader of 
1945, although our name _ was 
omitted from the list in your story. 

It isn’t of tremendous impor- 
tance, of course, yet I thought 
you would want to know if your 
list wasn’t complete. Perhaps the 
error was in the list furnished 
to you, although the release that 
DMAA sent to us was complete 
with our name. 

‘ S. A. MULLIKIN, 
Director of Distribution, The 
Schaible Company, Cincin- 
nati, O. 

To the Editor: This is to call to 
your attention the.fact that you 
omitted Standard Oil Company 
(Indiana) from the listing of “Di- 
rect Mail Leaders” in the Oct. 22 
issue of your usually accurate 
publication. 

P. E. GuUNDUS, 
McCann-Erickson, Inc., Chi- 
cago. 

+ = 


Wyers Recalls Old 
Direct-by-Mail Days 

To the Editor: On Page 20 of 
your Oct. 15 issue, I noticed the 
letter from Chas. Schweim of 
Chas. Schweim Company, Detroit. 

I read Homer J. Buckley’s 
writeup (AA, Sept. 24) with great 
interest and it brought back 
memories when I owned a direct- 
by-mail agency in 1901 in St. 
Louis, by the name of Bankers, 
Merchants Advertising Bureau of 
St. Louis. 

My brother, A. H. Wyers, and 


WILLIAM SHAW 


PUBLIC RELATIONS AND PUBLICITY 
141 WEST JACKSON BLVD, CHICAGO 4, WABASH 5722 


Rebmevon ,1 5491 


Whoj .B Rellim 
QGniganam Rotide 
Gnistrevda Ege 
Ogacihe 
Raed .Rm Rellim: 
Eht daeh no ruoy Werd Nosras 
Natures yrots saw eht tsom revele gniht fo 


sti dnik Ev'i erve nees. 


Sruoy rof erom ytilanigiro, 


me Weithins Woks 


[Editor’s Note: For the benefit 
of all those who wrote about ihe 
peculiar headline on Page 1 of 
Section 1 of the Oct. 29 issue, we 
want to set the record straight. 

Nothing slipped on the press, 
That jumble of type merely said 
(backwards): 

Pearson Moves Up 
Anatomically as 
Lee Hat Signs Him 

We’re sorry to have been so 
corny. The combination of an 
item about Serutan and three 
weeks of printers’ strikes made 
it mecessary to let off steam 
somehow. But Copy Cub set us 
back on our heels last week (we 
didn’t think the idea was that 
corny), and we’ll confine our corn 
to bottles hereafter. ] 


I bought a printing plant in St. 
Louis in 1901 and annexed it to 
turn out our clients’ advertising 
| literature. We did a flourishing 
| business for those days. Our art 
| work was done by George Mc- 
Manus, the cartoonist. My broth- 
| er, prior to joining me in the Ad- 
vertising Bureau, was with the 
| Inland Type Foundry getting out 
| their specimens of type faces in 
| direct-by-mail form, and I did all 
| the selling and management of 
| the bureau for seven years. 

| I sold my interest to my broth- 
er in December, 1907, and came to 
, Chicago to continue in the adver- 
| tising field up to 1940, during 
| which time I sold advertising in 
|every branch of the advertising 
| field representing the larger con- 
| cerns. 

| If my memory serves me right, 
I believe Charles Austin Bates 
was about the dean of the early 
birds in direct-by-mail. Mr. 
Bates was in the profession from 
around 1890 until he died. I 
met him in 1904, represented him 
in the Midwest from 1921 to 1928. 
In my opinion, he was the great- 
est copy man in the direct-by- 


{7 


tural Alabama...a great 
Alabama’s “TOP” radio 


daytime listeners! 


all other stations! 


WSG 


N TOP! 


Vulcan’s statue looks down from 
Birmingham’s highest peak on 
great furnaces, foundries and mills, 
all producing at top capacity like 
the balance of industrial-agricul- 


that is covered best by WSGN, 


JoPS with the largest percent of 


TOPS with a morning rating higher 
than the combined rating of 


TOPS with progressive promotion, 
production, programming! 


American Broadcasting Co. 
THE BIRMINGHAM NEWS-..¥% 
AGE-HERALD STATION $< 
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mail business. Oh, yes, there was 
J. B. Kennedy also. They both 
were tops, with all the big cor- 
pol itions. 

Now that there are only a few 
old timers left who made history 
in the direct-by-mail business, I 
should think you would try to 
fnd out who the others are, so 
there will be a clear record on 
your files for future reference. 

: GeEorGE J. WYERS, 
Chicago. 
vvy 


Likes Substitute Issues 


To the Editor: I have been in- 
tending to write to express my 
congratulations to ADVERTISING 
Acre on the ingenuity and alert- 
ness with which you have met 
the problems presented by the 
typographic strike. 

Your use of Vari-Typer and 
photo-lithography is most com- 
mendable, especially as you have 
done suth a good job, despite all 
handicaps, in keeping your read- 
ers abreast of the news in adver- 
tising; and also giving such good 
service to your advertisers. 

The readability of both news 
and advertising is quite remark- 
able, under the circumstances. | 

Again, hearty congratulations | 
from all of us to all of you. 

CHARLES H. EYLEs, 


President, Richard A. Foley 
Advertising Agency, Phila- 
delphia. 
T. Bi 
Wrong Office 


To the Editor: It was grati-| 
fying to see my doggerel in print 
but I would appreciate rectifying 
an error of identification. 

My good friend and boss, John} 
Erle Davis, is still head of his| 
own, agency. I am manager of | 
the Lexington office. 

ROBERT L. HUTCHISON, 

Manager, Lexington Office, 

Davis Advertising Agency, 

Louisville. 

[Editor’s Note: We’re sorry, | 
Mr. Hutchison, for making you} 
Louisville instead of Lexington | 
manager. That very swell dog-| 
gerel temporarily blinded us to} 
such mundane things as titles. ] 
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Donation in Order? 


To the Editor: A letter from) 
Leo P. Bott Jr. in your Oct. 22) 
issue cites a Kinsey whisky ad-| 
vertisement as a horrible example | 
of inaccuracy in advertising. The} 
text in question said that a rail-| 
road tell-tale is usually made of | 
wire. But Bott pontificated: It’s | 
made of heavy cord. | 

Mebbe so. In fact, undoubtedly | 
so in many cases. But the New| 
York Central, a well-known inter- 
urban line, told us originally, and 
today confirmed, that their tell-| 
tales are made of light wire. 

Surely Mr. Bott didn’t think 
we went out on a limb without 
having checked our facts? We 
knew that both wire and rope 
were used . .. we cited only one 
in the interest of brevity. 

The crusade for greater care in | 
preparing copy is a commendable 
nme. But crusaders, too, should 
de sure of their facts. If Mr. Bott 
feels remorseful, he can square 
everything by donating a bottle of 
Kinsey to some poor but deserv- 


Inc copywriter. 
B. S. LAITIN, 
D. Tarcher & Co., New 
‘ork. 
>, v 


Mil Test Figures 
Vary, Raymond Says 


o the Editor: Have read with 
reat deal of interest “The Pay- 
’ in the Oct. 1 issue of ADVER- 
NG AGE. 
he determining factor in de- 
ng the size of a test is to make 
one’s mind how accurate one 
its the test to be. In some 
es, 5% of the total list might 
sufficient—in others, 10%—in 
t 1 others, 15%. I am enclosing 
‘eport and tables which were} 
pared in cooperation with Dr. | 


-~ 


Theodore H. Brown, professor of 
mathematics at the Harvard Grad- 
uate School of Business Admin- 
istration. 

Dr. Brown is author of “The 
Use of Statistical Techniques in 
Certain Problems of Market Re- 
search,” the work used by most 
survey organizations in determin- 
ing the size of samples. 

The only absolutely perfect 
test of, let’s say, a list of 10,000 
names would be to mail to the 
10,000 names. An almost perfect 


test would be to mail to 9,000; a 
mailing to 8,000 would show a 
very small error. A test of one- 
half the list would have very 
little error, 3,000 slighty greater, 
and so on down so that if 1,000 
names were tested one might have 
an error of, say, 2 or 3% plus or 
minus. On a test of anything less 
than 1,000 the error will increase. 
On 500 one would have a much 
larger plus or minus error, while 
obviously a test of 100 would 
mean practically nothing. Taking 


the opposite extreme from testing 
10,000, and testing 10 ~names or 
one would mean absolutely noth- 
ing. In other words, there is a 
good middle ground which — if 
one wants to take the trouble— 
can be scientifically determined. 
Experienced mail order men 
go by rule of thumb—know from 
experience just about how many 
names they ought to test on any 
type of list particularly suited to 
their business. To say, however, 
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10% of any given list would be 
misleading. 
LEONARD J. RAYMOND, 
President, Dickie - Raymond, 
Inc., Boston, 


that one should always test 5% or 


IN THE | 
JEWISH 
FIELD | 
PRINTED iN DIANAPO Luis 
IN EWSLISH INDIANA 


d's 
3 leodind = | without Hollo® 


Women’s 
magoznes 


2 Leading age withow 


118% with 
6.25% of ‘Nationa! Average 
8 . 


- + bloom at Thanksgiving 
tmas, too! It’s different UP ge 
| s a Thanksgiving’ _ enon 
for snow flurries are ap hy Hollan d’s Magazine is pata pages 
one of the big reasons ey and for the South. Its ia th. Its whole 
HOLLAND'S Holland’s is the sein gardening — : pie customs and 
gn pee . S 7 the differences an anne" to the South and 
OLLAND’S editorial si South. HOLLAND best coverage ad oO 


josee WITH FY 
nal Aver~ 
ee 


Shelter witH #4 E 
Mogozines MOR 
GE.-- 
ORE © LLA 
EADERSHIP wm Be HOL- 
y When you - you re 
. ing sche ule, @ , 
, your advertis} coverage 
LAND xl 14% ta 307 ™ “ out the rest - 
geting F208 J you get sbrousheT you vse The Magazine og the South 
the Sout | ‘his is true e , women $ 
of the oe {magazines paver ; in the = 52 Vanderbilt A ae et ONS Bes Washer Drive, Chi 2 
ding genet . a magazine hy! anderbilt Avenue, New Yor ast Wacker Drive, Chicago 
ats ines, OF leading show you W is 205 Globe Democrat Building, St. Louis 
magazin” et the chart West Coast Representative: SIMPSON-REILLY, LTD., Russ Building, San Francisco 


sheltet group- 


Garfield Building, Los Angeles 


— = ae ‘ - “eae 5 ees aT STR Waa 7 PES h ams S oop . : iva, : ae ~ > geet = , “ kee poe ae. gee Ss a aa sk, « iF cline pers 4 
un aH - : . = F ‘ ‘ xe 2 % : 4 es oie Y 
bs 7 : 
: ee vf - 
ia aft a 
EE = ah fr 
ot a 
| : | jig 
$722 ; oe 
e al L 
Ries a 
AS é. i 
(ea 
Yee 
| 'S —_SS= ee: 
— = . 
T = a 
—. 
| 
hs | ' | ee 
PO A TE EN EE EL a Ca ne a Ee a PEPE RE TET TTT 
» benefit 
Dout ihe 
ge 1 of - 
ssue, we , 72 
raight. 1 Bo: 
e press, ar 
tt a 
ely said era 
ee 
;* \ \\ Waa s 
\ UN i 4 hAWeIY ae. 
| | kt WEeme (atime a 
ae \ : \ ae 
been so pes . “ ) oe { 
pe ig te i 
of an a \ : | 
1 three . 
'S Made 7 ; \ 
steam ™ 
) set us = _, [TTT ae \ 
est rae teal we i gg 7) : 
ee j 
toy oO eae: ij / e, a R re] s 
‘ tr ao a 2 , 
eee ‘4 ia ¢ & Y / 
ae fr , J - Af 
<i sy 4 
wi ‘decor 7 
es ‘ss oil Re " se ware 7 
- ; Y } ees 
ee "i # #y er att | 
- ie + AS o nN Vs ae es 
fo » eal M- bp oy hn: Ie aa NANTANG WV é 1 ke j 
eee nb re yo ey 4 re pi we oe NY , Ni J if { y Mx ge si : 
ee eee ioe ee ee i fon. . E 
‘a i = Bi . ret ae eta g : ray x ES. po Pe ct. 5 Yt ~ | ? eh ae ae 
_: an aes: —x j ae i Is A P ia | Z yA ts ; eo 
ie. chee: i eenaanatiet ns: yeas A “ais Pn j : i e 
ae ce gil ne ee fs 7 i 
te ae ; a pac. aes et ee ¥ Oh ae eee re A 3 * r * s S@.- eB he 5 pee iy aan : 
fee Pee MEM Fg ae Rea aia >t wey. ' ‘ rts mae. \ a _ 
eS eh ee we yw Oe re Senne ~ _ j ee os 
Se bo sy aR ee es . \ a 
re ae a . S Mfg FT. a 
ee oe. AE eee —_ = y @ 4 7 ee ere ve 
F ne Be ee ea — ne See a Te Sect s AE ies ’ i Ki Soe ae my 3 i eet" 
‘ a bs od = 2S oe - Be gels Te oe alles ; se ane ‘ ae a ieee 
Be . ec = , ‘* : aa ! me 2 se “* : * aa aa omens = 
3 a 2 em 4 of : 
ees a, ? , . = " ‘ 
—— | a — 'e why the re 
fim a that too: 4 
y/ : ag e 0 0 - and ‘ 
, f iy ; , < 4 JW ¥ - 
4 : ig 
eg pe 
, ar 
si 
3 Leoding coeieaaiies Holland's ; 7 
Genero! Ba 
mogazines | 3 
is Ler A ‘ae 
aD D>: 1 + 
i sli devoted to HOLLAS sne of the South: i: 
H ev zine oe 
| the South *s Holland’s, the mage a 
5S a ket—us¢e a 
a 
i 
ee 
F 
ine "a 


52 


UNUSUAL OPPORTUNITY 


FOR A TOP-FLIGHT 
ACCOUNT EXECUTIVE 


Starting Salary $10,000 to $12,000 


If that looks big, you probably 
aren't our man. For we're looking 
for a man whose sights are set high 
for the future—and who has the 
ability and drive to make the fu- 
ture arrive at top speed. 


Our hunch is that our man is prob- 
ably now running a_ successful 
smaller agency. Or doing a bang- 
up account executive job for an 
agency where there seem to be 
obstacles to future development. 


Hold old is he? Probably between 
88 and 45. With plenty of agency 
know-how under his hat. He is 
well grounded in selling, distribu- 
tion, marketing. He knows media, 
merchandising, research, and the 
fundamentals of good, effective ad- 
vertising. He’s a thinker. A planner. 
A keen analyst. A self-starter. 


What will he find here? A sound, 
fast-growing 4-A agency (in Ohio), 
with a list of important national 
accounts. One or more of them 
will be assigned to him, at once. 
If he makes good, he will have the 
opportunity to become a major 
stockholder and an important fac- 
tor in the business, rounding out a 
team that has demonstrated its 
ability to go places. 


If this sounds interesting to you, 
write at once—and in detail. If 
you look like our man, we'll ar- 
range to get together for a talk. 


BOX 6307, ADVERTISING AGE 


100 E. Ohio Street, Chicago 11, Illinois 


MAIL ORDER SPECIALIST 
NOW AVAILABLE. 


25 Fn experience building sales and 
= its by direct mail, salesmen and job- 
rs. All types of — literature ex- 
ong successful 

record of profitable results. in outstand- 


pertly prepared. Have 


ing sales letter writer. 


Box 6311, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Illinois 


THE ADVERTISING MARKET PLACE 


The rates for this department are as follows: “Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 
and “Representatives Available,” 50 cents a line, minimum charge $2. 
spaces per line; light body face 34 per line. 
Wednesday noon preceding publication date. 


Advertising Age, November 12, | \45 


Figure bold face heads 25 letters and 
Box numbers add two lines. Terms cash with order. Forms close 
Display advertisements take card rates. 


HELP WANTED 


HELP WANTED 


POSITIONS WANTED 


ADVERTISING & PUBLISHING 
All types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago. 


WANTED 

A writer that can make words fly— 
A leading aircraft manufacturer in 
the middle west has a job open for 
an aviation writer with imagination 
and daring, plus the ability to write 
from facts. Along with these quali- 
fications, the man _ selected must 
have a pleasant personality, the 
ability to get along well with people 
and the capacity and patience for 
fact finding research. Such a writer 
will find ample opportunity for ad- 
vancement with this financially sta- 
ble, owner managed, independent 
aircraft company. Salary to start 
is ample to provide comfortable liv- 
ing in a pleasant community that 
is neither metropolitan nor small 
size. For the man who can deliver 
on this job, the future is promising 
and solid with pay in proportion as 
ability and responsibility develop. 
He will also qualify for an inter- 
view at company expense by a de- 
tailed letter of application portray- 
ing a writer that can make words 
y 


“Box 7738, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 


FRED J. MASTERSON 
Adv. & Pub. Personnel 
Placements of all types with leading 
organizations. 
185 N. Wabash Ave., Chicago 


ARTIST 

Small but recognized Wisconsin 
agency handling only national ac- 
counts wants the best all around 
commercial artist $75 a week will 
get. Nice modern work, permanent 
job, good working conditions. 5-dav 
week. State age, experience and 
photo. Samples will be returned. 

Box 7757, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


SECRETARY EXTRAORDINARY! 
An Angel in a Tailored Suit. 
I want a good humored, habitually 
accurate gal who is seriously inter- 
ested in her work and likes lots of 
it. This job is really nice, in a con- 
genial Chicago office, with good pay 
and an assured future under a boss 
who will genuinely appreciate you. 
Box 7785, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


The conclusion of the war is bringing serious 
reconversion problems in cities all over America. 
But not in Lawrence! Both large and small textile 
plants are working hard to fill the backlog of civil- 
ian orders. 


Lawrence, as the Capital of the Worsted Tex- 
tile Industry in America, is a stable, prosperous 
city (a natural market for sales) best 


reached thru the EAGLE-TRIBUNE. 


Let’s HEAR ABOUT YOUR 
GROWING PAINS 

If you are a graduate engineer 
whose experience and interests are 
associated with advertising and 
sales promotion... if you’ve wanted 
to talk turkey with a progressive 
industrial manufacturer who be- 
lieves in constant technical research 
. .. whose business, for that reason, 
has become the leader in its field 
and whose newest developments are 
on the threshold of an expansive 
future—we want to hear from you. 
Write fully. 

Box 7762, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Wanted: Editor and writer by large 
Greeting Card Publishers. Must 
have thorough knowledge of editing 
a complete line of cards. Excellent 
salary. Permanent position. 
Box 7722, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


We need at once a young service 
man with public relations and ad- 
vertising background to supervise 
and WRITE public relations, and 
WRITE advertising. Exciting manu- 
facturing business with unlimited 
future. Ideas will pay off. Salary 
based on ability and experience. 
Box 7770, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


CREATIVE ARTIST WANTED 
New agency seeking man capable of 
making finished layouts, knowledge 
of artwork, engraving and typogra- 
phy. Write fully age, experience, 
background and salary. 

Box 7786, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Experienced artist, capable of neat 
layout and commercial. Small stu- 
dio. Opportunity to work on a per- 


centage basis. Write full details, 
without samples. 
Box 7782, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


Make your own future. Production 
manager needed, small but growing 
New England agency. Long produc- 
tion experience unnecessary; vet- 
eran preferred; some layout or art 
background, interest in learning ad- 
vertising desirable. Must be will- 
ing, adaptable. Write giving train- 
ing, experience, references, salary. 
Box 7781, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


POSITIONS WANTED 

Sales Executive or District Manager 
with 20 years’ sales executive and 
organization experience, desires to 
make connection with well-estab- 
lished firm. Wide experience in hir- 
ing, training and working with 
salesmen. Do not object to travel- 
ing—will go anywhere. References 
and other details gladly furnished. 

Box 7780. ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Army Officer—Former Acct.-Execu- 
tive with progressive agency. Col- 
‘lege grad. Merchandising, sales exp. 
Ambitious, aggressive young man, 
Excellent background. Outstanding 
references. Prefer Chicago. 

Box 7768, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Newspaper Editor and Writer, three 
years’ on leading Chicago daily, for- 
mer assistant editor of national 
trade magazine, some public rela- 
tions work, wishes creative writing 
and promotion position in Chicago 
office. Female, single, 27. 

Box 7769, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


SALES REPRESENTATIVE 
fifteen years established contacts 
with construction field; Architects, 
Engineers and General Contractors, 
also Industrial Maintenance _ § ac- 
counts in Eastern Penna., S. New 
Jersey and Delaware; can handle 
additional lines, preferably new idea 
and product promotion. 

Box 7774, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Il. 


RADIO SCRIPT WRITER 


Vet., 36. Creates own script. How- 
ard Leviton, 527 Aldine Ave., Chi- 


cago. Phone: Bittersweet 9162. 


Recently Discharged Chief Petty 
Officer, personable, with successful 
experience selling Advertising Dis- 
play material, National Advertisers 
and direct dealer contact. Office ex- 
perience. Age 33, married. Excep- 
tional references. 

Box 7779, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Iv’s A WOMAN’S PRIVILEGE 
And the best of her talents—to 
change her mind. Take this girl for 
example. She studied hard for four 
years to earn a degree in the field 
of nutrition, then decided to appease 
her desire to work with and for per- 
sonalities by becoming a personnel 
assistant for a large manufacturing 
concern. She learned how to use a 
typewriter, how to take dictation, 
how to take orders and how to give 
her own. She has been in charge of 
a testing program for prospective 
employees. She has learned how to 
handle correspondence on her own 
and how to conduct collection cam- 
paigns and how to stage large office 
parties. She has constantly brought 
into her work the interest she dis- 
played in college—interest in writ- 
ing and promotion. She has been 
co-author of an employees’ hand- 
book; she has written promotion 
material for employees activities 
such as athletic tournaments, glee 
clubs, education programs. 


Now—this girl is looking for 
greener pastures. She is willing to 
go anywhere in the country, under- 
take any type of work as long as 
it is a challenge to her abilities and 
not a routine proposition. She is 
under 25. 


Do you have a job for her? 
Box 7772, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 


Asst. Adv. Mer. Woman. Excellent 
cxp. copy, layout, prod. Pref. small 
or medium firm with future. 
Box 7778, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Here’s a Promotion-Publicity Man— 


Now Publicity Dir. midwestern 
Univ.; 3 yrs. asst. promotion mer. 
Chgo. paper, polished copywriter, 


idea developer; 31, married, B. S. 
Deg. Prefer agency, radio net, pub- 
lisher or similar ore. 
Box 7777, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Young man—age 25—with radio 
agency, industrial exp., and ability 
to rough layouts, desires position 
as copy-contact man. Prefers con- 
sumer field. 
Box 7783, ADVERTISING AGE 
100 EB. Ohio St., Chicago 11, Ill. 


ADVERTISING MANAGER & 
AGENCY ACCOUNT EXECUTIVE 
wishes to locate in Middle West, 
preferably Chicago or Detroit. Over 
twenty years experience in every 
important branch of advertising, es- 
pecially automotive; also merchan- 
dising, sales promotion and public 

relations. Interview requested. 


Box 7784, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


NEED A GOOD ASSISTANT? 
Hon. discharged vet., age 34, mar- 
ried, desires Chgo., adv. connection 
with permanent future. 12 yrs. solid 
agency experience in radio, media, 
production, research, publicity. 
Hard worker, able to accept respon- 
sibility. 

Box 7776. ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Man with broad business background 
who prefers to wear out rather than 
rust out. Would like opening with 
possibility of working into produc- 
tion or writing commercial scripts. 
Box 7775, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


MISCELLANEOUS 


Art Directors: Do you use koda- 
chrome? We maintain a large file of 
fine stock kodachromes, on all small 
subjects. Shots also made to order 
any place in U. 8S. F. P. G., Ince., 

219 E. 44th St., N.Y.C., Mu. 2-3810 


THREE WRITERS WANTED 


30 to 45. 


Sales promotion writer: 


sirable. 


marital status. 
Chicago 11, Ill. 


A leading national advertising agency with a long record of success 
in widely diversified fields and projected billing in the 10 million 
dollar bracket has immediate openings in its Detroit creative depart- 
ment for three able writers who meet the following qualifications: 


Two general copywriters: Will participate in planning 
and contact, but first and foremost must be producing 
admakers. thoroughly abreast of latest techniques. 
tions require as an absolute minimum several years of 
successful and diversified agency experience. 


Highly trained idea man and 
writer, with ability to develop well organized plans and 
participate in client contact 
Primarily a creative job requiring experience 
with all types of literature and merchandising material. 


Please give complete information as to experience, education, age, 
Address Box 6306, Advertising Age. 100 E. Ohio St., 


Posi- 


Age range 


automotive experience de- 


— 


TO AN OUTSTANDIN:: 
YOUNG COPYWRITE: 


(about that knock you jusi 
heard at your Underwood 


It was Opportunity, all right. Wi 
a leading 4-A agency in Ohio, se: 
ing some of the nation’s top a 
counts. Still medium-sized, co 
pact. Growing fast. Which mea: ; 
the right person will be in , 
ground-floor spot to do some i 
portant growing, too. 


Requirements: Several years «! 
sound agency writing experienc: 
or an outstanding creative recor’ 
in the advertising department of » 
large manufacturer or departmen: 
store. A mind that thinks straig!:: 
and fast. An ability to write fres)), 
human copy. An incurable allergy 
to bromides and cliches. Salary to 
start depends upon your experi- 
ence and what you show in ability. 


If you're interested, write in de- 
tail. Tell us how old you are. Whai 
you've done. What you've been 
making. And other important de 
tails about family, education, and 
such. A few samples would help. 
So would a snapshot. How about 
a returning veteran with previous 
agency experience? Sure. young 
woman? Okay, if she’s an out- 
standing writer. 


BOX 6308, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Ill. 


COPY CHIEF 
AVAILABLE 


Top creative man in Chicago agency de- 
sires increased scope. Take charge copy 
supervision and training or account man- 
agement. Good personal producer of 
ideas, copy, and layout roughs for all 
media including oft-neglected dealer 
sales helps. Merchandising minded. Plans 
campaigns on a smooth-flowing, on-time 


basis. Experience includes industrial, in- 
tangibles, cosmetics, household goods, 
buildin with special 


supplies “ee. 
emphasis on foods. lose relations with 
art and production, and experience in 
client contact. Prefer agency where or- 
ganizational methods and working to- 
gether are appreciated, or advertising 
managership where high degree of crea- 
tive skill is demanded. Age 45; health, 
oise, vitality, and enthusiasms intact. 
easonable salary. Chicago only. 


Just write “See me” on your letterhead 
and | will phone for interview. 


Box 6310, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


Agency Executive 
Opportunity 


Retirement of partner leaves an un- 
usual opportunity for a new asso- 
ciate to become a part of this 
Company. Long established Chicago 
agency with stabilized, active ac- 
counts—billing about $600,000. Ad- 
ditiona) capital not needed, but will 
consider stock ownership if desired. 
Inquiries, of course, will be held in 
confidence. 


Address 6312, Advertising Age, 
100 E. Ohio St., Chicago II, Ill. 


Assistant 
Advertising Manager 


Large, electric utility in Middle 
West, needs an aggressive, exper'i- 
enced, advertising department ex- 
ecutive, with demonstrated crea- 
tive and planning ability, to assist 
in directing broad postwar promo- 
tional advertising program. Un- 
usual opportunity for properly 
qualified man. Good starting sal 
ary. Please state age, experienc: 
in detail, and salary required. 


Box 6293, Advertising Age 
100 E. Ohio St., Chicago 11, II! 


i\ 


Feed Advertising 
Man Wanted 


Rare opportunity for advertisinc 
manager, assistant advertising man 
ager, or copy man, familiar with 
feeds, feeding and feed merchan 
dising. Should be versatile copy 
writer, able to talk the language o/ 
feed buyers and feed mills. Top 
pay and fine post-war future with 
large, expanding Chicago firm, 
leader in its field. Our organization 
knows of this ad. 


BOX 6298, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Ill. 
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Seven Chicago 
Siations Ask BMB 
for 1% Indexing 


1icago, Nov. 6.— Representing 
seven independent radio stations 
her-, John Carey of WIND, in a 
jett-r to Hugh Feltis, president, 
Broadcast Measurement Bureau, 
is »sking BMB to compute these 
sta. ons down to 1% of the met- 
tro) olitan populaton. BMB’s plans 
nov are to evaluate on a mini- 
mum 10% basis. 

“Cet me remind you that our 
group of stations is heartily in ac- 
cord with any measurement plan 
of BMB that will accurately 
evaluate our audiences and pre- 
sent a true picture that can be 
used by all advertising agencies,” 
Mr. Carey said. 

“However, in a market like 
Chicago, to evaluate on a mini- 


—_— 


TWO ASSISTANT ART 
DIRECTORS 


Leading national advertising 
agency, operating East and 
West, has openings for two ex- 
perienced and versatile layout 
artists capable of doing top 
quality visuals and comprehen- 
sives. Work will be in Detroit 
on wide variety of interesting 
publication accounts. 


These are permanent positions 
with excellent opportunity to 
qualify for full responsibility as 
Art Director. 5-day week. Write 
full outline of experience and 
salary desired to Box 6305, 
Advertising Age, 100 E. Ohio 
St., Chicago II, Ill. 


INDUSTRIAL 
ADVERTISING 


COPY WRITER PLUS! 


Beside ability to prepare highest type in- 
dustrial advertisements, should be able 
to assist head of medium-sized advertis- 
ing agency in preparing advertising plans 
for clients in industrial equipment and 
building products fields. Creative ability 
of high order a prime requisite. You 
will be working with the head of the 
agency at all times, and the opportunity 
is just what your ability and capacity 
make it. Agency is 26 years old and has 
sound background and excellent reputa- 
tion in the country's seventh largest city. 
Give full details in your first letter. No 
age limit. Good salary to right man, 
with bonus arrangement eventually. 


BOX 6250, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, Illinois 
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SPACE 
SALESMAN 
WANTED 


Long established publishers want a 
space salesman (age 30-35) who 
knows Chicago and Midwest Indus- 
trial Advertisers and agencies. Un- 
usual opportunity to develop into 
Midwest advertising manager. Ex- 
ellent salary to start. Tell us all 
ebout your present work and past. 


Box 6313, Advertising Age, 
100 E. Ohio St., Chicago II, Ill. 


ie 


SALESMAN — 
ADVERTISING DISPLAYS 


Versatile line of lithographed card- 
board and wood units. Some excellent 
big money - making territories still 
open. This organization renowned for 
unusual designs, unique construction. 
If you have a clientele of top-flight 
national advertisers and you're having 
trouble getting production from the 
organization you now represent, then 
by all means investigate this ad. In- 
clude present yearly sales volume, 
age, availability, and preferred terri- 
tory in your correspondence. L. A. 
Sauer, Display Corp., 357 E. Erie St., 


Milwaukee 2, Wis. 


mum 10% basis would produce a 
relative popularity poll rather 
than an actual station audience 
index. 


Larger Market Involved 


“The Chicago metropolitan dis- 
trict has 1,190,724 radio homes. 
Under the present BMB method, a 
Chicago station, with less than a 
10% station audience index, could 
have many times the number of 
listeners that another station in 
a smaller market, with 30 or 40%, 
or even a greater station audience 
index, might have, and yet it 
would not even appear on the 
station audience index.” 

The Chicago stations asking the 
1% rating are WIND, WJJD, 
WAIT, WHFC, WAAF, WGES, 
and WSBC. 


‘California Apparel 


Makers Decide to 


Sue ‘Outsiders’ 


Los Angeles, Nov. 6. — Lawsuits 
were promised by the California 
Apparel Creators this week as a 
drastic means of stopping eastern 
and other out-of-state apparel 
makers from using the name “Cali- 
fornia” in advertising or mer- 
chandising goods not made in this 
state. 

Many firms doing business out- 
side California “are attempting to 
capitalize on the good will and 
demand for California-made mer- 
chandise,” according to Fred Cole, 
chairman of the group, which in- 
cludes approximately 300 leading 


southern California apparel man- 
ufacturers and a large group of 
San Francisco apparel makers. 


Will Institute Lawsuits 


These companies, said Mr. Cole, 
have decided to present a united 
front and take drastic action to 
stop the unauthorized use of 
“California.” Col. Alexander 
Heron, director of the California 
Reemployment and _  Reconstruc- 
tion Commission, who conferred 
with a committee of the apparel 
makers, promised to lend support 
to the drive. 

The Los Angeles and San Fran- 
cisco groups have retained Max 
Feingold, Los Angeles attorney, 
to represent them in 


junctions 
siders. 


instituting 
the necessary lawsuits seeking in-| | 
against offending out- 


53 


Biddle Agency to Move 


Everett D. Biddle Agency, 
Bloomington, Ill., has moved to 
larger offices at 402 E. Washing- 
ton St. 


HARRY E. BURKE STUDIO 
230 E. OHIO ST... SUPERIOR 8994 


Chicago Hl. Me 


IN WASHINGTON 


NEW YORK 17: Dan A. Carroll, 110 E. 42nd St 


/ WHEN IT’S 


ADVERTISED 


IN THE STAR 


The surest way to sell any item of 


merchandise — in the Washington market — is 


to advertise it in THE STAR. 


If you think that statement is broad, 


why not check it up? Ask any Washington 


has used the Classified Columns. 


retailer —or ask any Washington resident who 


Both have 


given it the test— both will bear it out. 


On analysis it is not hard to explain. 


For more people in Washington read THE STAR than 


any other newspaper 


or Sunday field. 


. in the morning, evening 


And more people are influenced by THE STAR 


because for nearly a hundred years its straight- 


forward publishing policy has engendered an 


abiding confidence in all its columns — both 


editorial and advertising. 


, Ashland 4-8690 CHICAGO 11 


J. E. Lutz, Tribune Tower, Superior 4680 
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Names Klingensmith 

Old King Cole, Inc., and its 
new Laminate division, Canton, 
O., have appointed H. M. Klingen- 
smith Advertising Agency, Canton. 
Direct mail, trade publications 
and specialized magazine promo- 
tion will be used, with initial pro- 
motion on two new products, 
Snap-On tree guards and Pal- 
Pak handling and shipping pal- 
lets. : 


Freeman Names R&R 


Freeman Mfg. Company, Sturgis, 
Mich., manufacturer of women’s 
two-way stretch foundation gar- 
ments and other elastic products, 
has named Ruthrauff & Ryan, Chi- 
cago. Newspapers, magazines and 
radio spots will be used. 


ws A 


HOWARD su 
PHOTOS 


PRODUCTS 


Posteards 2c each; 30x40 mounted 
enlargements $3.85. Mail orders 
coast to coast. Guarantee every 
photo to look like your original. We photograph 
everything. Write for free samples, price list A. 
PROMPT SERVICE 
HOWARD PHOTO SERVICE 
168 W. 46th Street, New York 19, N. Y. BR-9-2490 


New England Ad 
Bureau Expands 
Sales Contacts 


Boston, Nov. 6.—The New Eng- 
land Newspaper Advertising Bu- 
reau, which up to now has con- 
cerned itself primarily with 
development of the food products 
classification, voted at a business 
meeting last week to extend its 
interests into the drug, textile, 
motion picture, appliance, gas, oil 
and automotive fields. 

A. G. Glavin, director of the 
bureau, is to handle planning and 
sales contacts with agencies out- 
side New England for the bureau’s 
members. The expansion com- 
mittee includes: Charles Con- 
land of the Hartford Courant, 
chairman; Robert B. Choate, Bos- 
ton Herald-Traveler; H. H. Hoff- 
man, Worcester Telegram-Gazette; 
Buell H. Hudson, Woonsocket Call; 
Andrew J. Pease, Bangor Daily 
News; David W. Howe, Burling- 
ton Free Press, and Charles L. 


Fuller, Brockton Enterprise. 

John Dempsey, advertising di- 
rector of the Boston Herald-Trav- 
eler, and Edward J. Gallagher of 
the Laconia Citizen were elected 
for three year terms to the admin- 
istrative board. G. Prescott Low, 
publisher of the Quincy Patriot- 
Ledger, was reelected secretary of 
the board. 


Regal Elects Daly 


John J. Daly, chairman of the 
board of Spencer Shoe Corpora- 
tion and Daly Bros. Shoe Com- 
pany, Marion, Ind., and Boston, 
respectively, has been elected 
president of Regal Shoe Company, 
Whitman, Mass. When production 
becomes more normal, Mr. Daly 
reports, the companies may sell 
each other’s products in their 130 
retail stores. 


Ad Club’s 45th Year 

The Cleveland Advertising Club 
is preparing to celebrate its 45th 
anniversary in 1946, the club hav- 
ing been founded in 1901. At the 
present time the club’s quarters 
in the Statler Hotel ‘are being re- 
vamped and redecorated. 


7. 
¢ 


Welcome back to F&P. 


Commander Arthur J. Barry. Jr.! 


After three years, thirteen days and twelve hours of a fast- 


moving, exciting and successful career first as Lieutenant 


Since May, 1932 


and then Lt. Commander in the U. S. Navy (the last six- 
' EXCLUSIVE 
teen months as Radar Officer and Fighter Director of an REPRESENTATIVES: 
. wepwnew areas 
aircraft carrier—two battle stars) our own Art Barry came KOAL .-0...... DULUTH 
s WISH .... INDIANAPOLIS 
back to the New York Office on Monday, October 29! WIEF-WKZO GRAND 
KMBC ....KANSAS CITY 
li: ear LOUISVILLE 
WTCN ...MINNEAPOLIS- 
Wh ! WwMBD STPEORIA 
oopee- Si recsceavidll T. Louis 
SONS iesewse- SYRACUSE 
1IOWA 
Prior to 1942, Art was for nearly four years one of the WHO ...... DES MOINES 
?  ccccses DAVENPORT 
‘ os KMA ....: SHENANDOAH 
most capable and successful men in our organization, and SOUTHEAST 
; ; : WCBM ... .. BALTIMORE 
we know that his return will be hailed as joyously by many WCSC .....CHARLESTON 
) Se 2 nel 
of you agencies and advertisers as it is by us. Welcome fo ~ *""™ 
i SOUTHWEST 
home, Art, blast yer sidelights! KEEW BROWNSVILLE 
KRIS..CORPUS CHRISTI 
EM senseese HOUSTON 
KOMA.OKLAHOMA CITY 
Oy UWE coevcncscees TULSA 
A PACIFIC COAST 
kK INC ET scccssee PORTLAND 
ze . e KIRO Sead sinless 
, P ° WRIGHT -SONOVOX, Ine. 
ss Pioneer Radio Station Representatives 
7 \) 


CHICAGO: 180 N Michigan NEWYORK: 445 Madison Ave. DETROIT: 645 Griswold St. SAN FRANCISCO: 111 Sucter HOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer Bidg. 


Franklin 6373 


Plaza 5-4130 


Cadillac 1880 Sutter 4353 


Hollywood 2151 Main 5667 
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Current Network Hooperatings 
October 30 Evening Program Audiences 
MOST LISTENERS PER SET 


Program Total Sponsor 
1. Fannie Brice 3.11 General Foods Sales Co 
2. Charlie McCarthy 2.95 Sterling Drug, Inc. 
3. Saturday Nite Serenade 2.94 Pet Milk Sales Corp. 
Most Men: Boxing Bout (Janiero vs. Guido) with 1.20 (Gillette 


Safety Razor Corp.) ; 
Saturday Nite Serenade with 1.66 (Pet Milk Suales 
Corp.) 
Lone Ranger, with 0.98 (General Mills, Inc.) 
MOST SETS-IN-USE 


1. Deedee 0:30-0:45. Ot. Meee. «ks eh cc e gs ke ee cases edecee. 41.9 
Programs: Doctors Talk It Over (American Cyanamid Co.) 
This Is My Best (Cresta Blanca Wine Co.) 
Fibber McGee and Molly (S. C. Johnson & Son) 
2: Whew 9200-266 itis Ba nin ko eee hs CSCI CA REE HOLS. 10.8 
Programs: National War Fund Show (Special Event) 
Radio Theater (Lever Bros.) 
Spotlight Bands (Coca-Cola) 
Information Please (Socony Vacuum Oil Co.) 
B.— eemnliney GeO BG Pilg Fe ns os 00 os cnc ccccceeccscceccncces. 40.3 
Programs: Sunday Evening Hour (Ford Motor Co.) 
Crime Doctor (Philip Morris & Co. Ltd.) 
Alexander’s Mediation Board (Serutan Co.) 
Fred Allen (Standard Brands, Inc.) 


HIGHEST SPONSOR IDENTIFICATION 


“Radio Theater,’ CBS 9-10 p.m., Monday, with 88.1, Correct Product 
87.9, (Lever Bros. Co.) 


“FIRST FIFTEEN” EVENING PROGRAMS 
Wet- Hooper- 


Most Women: 
Most Children: 


CH—Computed Hooperating. 


Program Sponsor Product work ating 
Bob Hope Pepsodent Division, Various Products NBC 27.6 
Lever Bros. : 

Fibber McGee and S. C. Johnson Son NBC 27.6 
Molly 
Jack Benny Amer. Tobacco Co. Lucky Strike Cigarets NBC 22.17 
Fred Allen Stand. Brands, Inc. Tenderleaf Tea— NBC 20.5 
Blue Bonnet Marg. 
Charlie McCarthy Stand. Brands, Inc. Chase & Sanborn NBC 20.3 
Show Coffee 
Radio Theater Lever Bros. Co. Lux Soap & Flakes CBS 20.3 
Mr. Dist. Attorney Bristol-Myers Co. Vitalis & Ipana NBC 19.2 
Walter Winchell Andrew Jergens Co. Jergens Lotion ABC 18.9 
Hildegarde—CH B. & W. Tob. Corp. Raleigh Cigarets NBC 18.5 
Screen Guild Lady Esther Ltd. CBS 16.9 
Players 
Take It or LeaveIt Eversharp Co. CBS 16.5 
Amos ’n’ Andy Lever Bros. Co. Rinso NBC 16.4 
Eddie Cantor Bristol-Myers Co. Trushay, Sal 
Hepatica NBC 16.0 
Jack Haley Show National Dairy Sealtest NBC 15.9 
Great Gildersleeve Kraft Foods Co. Parkay & Kraft NBC 15.9 


yIncludes second broadcast on Pacific Coast. 


Sports Institute 
Names Kennedy V.P. 


| J. Walter Kennedy has resigned 
|as director of publicity for Notre 
| Dame University to become vice- 
| president of the newly-organized 
| Scholastic Sports Institute Ltd., 
| New York, effective Dec. 1. The 
| institute is headed by G. Herbert 
McCracken, for many years head 
football coach at Lafayette Col- 
lege, and at present vice-president 


of Scholastic Publications. 

Before joining Notre Dame in 
1943, Mr. Kennedy was for five 
years educational representative 
for the Macmillan Company, New 
York. 


Lane Promoted 


Edward D. Lane, with Lamont 
Corliss & Co., New York, since 
1933, has been promoted to sales 
promotion manager. 


OHIO SELECT LIST OF NEWSPAPERS 


Get merchandisable coverage in 58 of Ohio's 88 
counties . . . the billion-dollar market covered by 
the 49 dailies of The Ohio Select List. 

Each of these dailies is a real sphere of influence, 
shopping guide of loyal subscribers who give it 
cover-to-cover readership accorded only a home 
paper. 

Nothing takes the place of backing up the local 
dealer with advertising in the local daily. 


WRITE FOR MARKET DATA BOOK 


on the 49 markets covered by newspapers of The Ohio 
Select List. Available without charge to advertisers and 
agencies. 


JOHN W. CULLEN COMPANY 


_ Publishers’ Representative 


COLUMBUS 


CHICAGO NEW YORK j 
LO CLEVELAND 
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WCAU Plans New 
¢2,000,000 AM, 
Video Center 


Philadelphia, Nov. 6.—Plans to 
pvild a $2,000,000 radio and tele- 
vision center here have been an- 
nounced by Station WCAU, 50,000- 
witt affiliate of CBS. It is to be 
the first building in this country 
designed exclusively for video and 
soind broadcasting. 

fower for the station’s tele- 
vision and FM transmission will 
extend 612 feet above ground 
level, more than 70 feet higher 
than the William Penn statue 
atop Philadelphia’s highest build- 
ing, the City Hall. The four-story 
structure will take up 81,765 
scuare feet, an entire city block 
on Philadelphia’s Broad St. 

The main floor, will have two 
large showrooms and a 500-seat 
auditorium for both sound and 
video. broadcasting. Hydraulic 
pressure will raise and lower two 
stages, one in front of the other. 

A large television studio will 
permit setting of several sets for 
consecutive camera action. This 
studio will have a sound-proof, 
collapsible partition. Also in- 
cluded are rehearsal studios for 
television, film projection rooms, 
dressing rooms, a carpenter and 
paint shop and property storage 
space. 

Another part of the building 
will contain seven broadcasting 
studios, administrative offices, 
lounges for employes and artists, 
a music library, a news room, 
writers’ and audition rooms, etc. 

WCAU officials say that when 
the new center is completed all 
television broadcasts will be in 
color, and that with the addition 
of video and FM, approximately 
150 employes will be added to 
WCAU’s present staff. The pres- 
ent 10-story WCAU building will 
be abandoned. 


Doubleday Agency Shift 


Benn Hall, trade advertising 
manager of Doubleday, Doran & 
Co., New York, for the past year, 
has been appointed general as- 
sistant to the vice-president in 
charge of promotion. Russel D. 
Hamilton, account executive with 
Franklin Spier, Inc., New York, 
on the Doubleday account, will 
succeed Mr. Hall. Samuel Holt 
MacAloney, formerly advertising 
manager of Funk & Wagnalls, 
New York, replaces Mr. Hamilton. 


Vultee Stoves Out Soon 


Electric and gas kitchen stoves 
are expected to roll off the pro- 
duction lines of Consolidated Vul- 
tee Aircraft Corporation, Nash- 
ville, Tenn., by February. Tools 
for making planes will be turned 
over to other plants, and Nash- 
ville will be a general manufac- 
turing center for the company, 
employing nearly 5,000 persons. 
Farm machinery will follow 
stoves on the list of items to be 
made. 


Rejoins N. Y. Printers 

Don H. Taylor, recently with 
the Army ordnance department, 
vill return to the New York Em- 
ploying Printers Association as 
executive vice-president. 


(A GOOD MARKET 


17. 
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WAGE EARNERS 


Promotes New Perfumes 


Henry Rosenfeld, New York, 
dress manufacturer, will intro- 
duce Mad Hour cosmetics early 
next spring through Irving Ser- 
wer, Advertising, New York. 
Color pages in fashion magazines 
and newspaper magazine sections, 
trade advertising and dealer helps 
will be used. Distribution will be 
through department stores and 
women’s specialty shops carrying 
Henry Rosenfeld fashions. 


Johnson Joins Gibson 


J. Leonard Johnson, formerly 
northwestern’ district appliance 
manager of Westinghouse Electric 
Supply Company, New York, has 
been named brand sales manager 
of Gibson Refrigerator Company, 
Greenville, Mich John L. Ste- 
phens continues in charge of 
sales promotion and advertising. 


G-E Lists 19 
Products on Sale 
or ‘On the Way’ 


Schenectady, N. Y., Nov. 7.— 
General Electric Company, in a 
statement to stockholders and in 
special copy in newspapers carry- 
ing regular G-E institutional ads, 
has reported on the production 
progress of articles hitherto un- 
available because of the war. 

The ad, captioned “Good News 
from General Electric,” lists the 
products under 19 headings and 
illustrates five, most of which are 
already in production. Alarm 
clocks, electric irons, refrigerators, 
transformers, washers, street and 
flood lights, home _ construction 


materials, electric ranges, air con- 
ditioners, exposure meters and 
lamps in limited quantities are 
“being turned out again,” the ad 
says. 

Radios by Christmas 


G-E radios Will be back for 
Christmas, and television and FM 
will go into production after the 
first of the year. Water cooler 
production will equal the pre- 
war rate in November, 
January oil-fired boilers, conver- 
sion oil burners and_ gas-fired 
warm air conditioners will be off 
the lines. 

Farm freezers will be ready 
in 1947, G-E reports, and soon 
available will be the G-E elec- 
tronic navigator for ships. 

The plastic division is now turn- 
ing out new molds for radio cabi- 
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nets, camera parts, etc. 

Batten, Barton, Durstine & Os- 
born, New York, handles the 
institutional advertising. 


and in] \ 


Complete plants in TORONTO - MONTREAL - WINNIPEG 


On February 21, 1945, The New York Times, 

under the auspices of the Board of Education of the 
City of New York, initiated the first 

of a series of eight lectures by members 

of The Times staff for teachers in New York Schools. 
These lectures are now incorporated in a book— 
“The Newspaper—Its Making and Its Meaning.” 


FOR THE GENERAL READER, the book is 
a liberal education in a fascinating subject. 


Y FOR YOUNG MEN AND WOMEN interested 


in newspaper work as a profession, it is essential. 


Published by Charles Scribner's Sons, it may 
be purchased at bookstores. Price $2.00. 


The New Pork Times 


“ALL THE NEWS THAT'S FIT TO PRINT” 


New York Times 
Staff Contributors 


ARTHUR HAYS SULZBERGER 


President and Publisher 


EDWIN L. JAMES 
Managing Editor 


LESTER MARKEL 
Sunday Fditor 


ARTHUR KROCK 
Chief Washington Correspondent 


TURNER CATLEDGE 


Assistant Managing Editor 


NEIL MacNEIL 


Assistant Night Managing Editor 


ANNE O’HARE McCORMICK 


Editorial Writer and Foreign Correspondent 


FOSTER HAILEY 


Editorial Writer 


JAMES B. RESTON 


National Correspondent 


FRANK S. ADAMS 


General Assignment Reporter 


HANSON BALDWIN 


Military Editor and Analyst 


BROOKS ATKINSON 


Formerly Book Review Editor 


2? od 


and Drama Critic 


Wor Correspondent and Author 


\ (al am Si Ma se 


Report of School Discussions 


Based on The New York Times Lectures 


ISAAC BILDERSEE 


Principal, Seth Low Junior High School 
Brooklyn, New York 
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Keller Appointed 


Roy J. Keller, former branch 
manager of Telautograph Cor- 
poration in St. Louis, has been 
named general sales manager of 
its New York office. 


WMOB Appoints 

Station WMOB, Mobile, Ala., 
has appointed The Branham Com- 
pany, Chicago, as its national ad- 
vertising representative. 


ALL THE BREAKS... 
ME HAS A ROOM 
AT THE HOTEL 


Washington, Nov. 8—Drew 
Dudley’s career as government’s 
advertising manager nearly ended 
almost before it started this week, 
when Anthony Hyde, his superior 
at the Office of Reconversion, 
precipitated a near riot among 
government information chiefs by 
suggesting revival of the unpopu- 
lar news and speech clearance op- 
erations formerly performed by 
Owl. 

The publicity people had gath- 
ered to hear of the facilities that 
are to be available from the Ad- 
vertising Council, through Mr. 
Dudley, when Mr. Hyde dropped 
the bombshell. It aroused a lot 
of unnecessary suspicion about 
Dudley’s office, and precipitated 


By STANLEY E. COHEN, Washington Editor. 


some frank comments about Re- 
conversion Chief John Snyder, 
who has been singularly unco- 
operative in submitting important 
policy decisions to interested offi- 
cials. 
ba tk 

There is little indication yet 
how many employers will grant 
wage increases now, and submit 
to a six-month trial period before 
raising prices, as suggested by 
President Truman, but adminis- 
tration people are confident that 
this is a workable solution of the 
wage-price problem. Industry 
should be willing to go along, they 
argue, because it knows that it 
can bail out if profits fall below 
normal. Meanwhile the carry- 
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counties of Burlington and Gloucester, 35% of all fam- 
ilies are regular Courier-Post readers. It offers SALES 
IMPACT to every eighth family in Philadelphia’s A.B.C. City 


and Retail Trading Zones. To completely sell the nation’s third 


largest market . . . the Camden Courier-Post is a MUST! 


CAMDEN COURIER-POST 


REACHES 5 OUT OF 6 HOMES 


NEW YORK CHICAGO 


National Advertising Representatives 
PHILADELPHIA 


IN PROSPEROUS CAMDEN COUNTY! 


GEORGE A. McDEVITT COMPANY 


DETROIT CLEVELAND 
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back provisions of the excess 
profits tax protect against losses. 

OPA Chief Chester Bowles 
thinks it will pay off in the long 
run, too. He insists that in most 
cases high level production will 
offset the increased cost, and in 
many other cases competition will 
be sufficiently strong in six 
months to hold prices down, 

tk Ao a 


So many government minds are 
pondering the possibilities of the 
local post office as a grass roots 
contact with large numbers of 
peoples, that it is beginning to 
appear that the post office will 
take on the appearance of the 
general store. Already in the bond 
and banking business, the post- 
master might be asked to advise 
on G.I. Bill of Rights, surplus 
property opportunities, and pos- 
sibly even on the procedure for 
obtaining a patent. 

* ba ok 


At the Commerce Department, 
the Office of Publications Reports 
this week alone released 25,000 
different papers on wartime tech- 
nical processes, part of a tre- 
mendous job of publishing the 
bulk of allied and enemy technical | 
information in a form useful to 
American science and industry. 
Later in the month, removal of 
security rules will permit the Pat- 
ent Office to release thousands of 
additional wartime technical de- 
velopments, adding to the incen- 


tives that are already keeping | 
the Patent Office public search | 
room jammed. With over 2,500,-| 
000 patents available for 10 cents | 
each, the Patent Office considers | 


itself the world’s most extens ve 
storehouse of technical kno. |. 
edge. 

By * ae 

A final WPB communi: «¢ 
warns us that unprecedented | »_ 
mand for men’s suits rules . 
two pairs of pants for the press 4. 
Women are getting their doln in 
sleeves, though... A bill requ r- 
ing weekly, tri-weekly and se: j- 
weekly papers to file sworn cy. 
culation statements slid throw -}) 
the House uncontested. .. NA.}’s 
new President Justin Miller aq 
Rep. Clarence Lea, chairman »5f 
the House interstate and fore :y 
commerce committee, whi: h 
handles radio legislation, renewod 
a 50-year friendship at a Was- 
ington Advertising Club meeting 
recently. 

oF * 

Treasury Secretary Fred Vin- 
son scoffs at the suggestion that 
it would be impossible to fore- 
cast a “job budget” as required 
under the President’s full em- 
ployment bill. During the past 
six years, he says, the Treasury 
has forecast tax receipts within 
6%, basing its figures on esti- 
mates of future business activity. 
“And it is a lot easier,” the Sec- 
retary declares, “to estimate busi- 
ness activity than tax receipts.” 


Price Joins Frey 

Porter B. Price, formerly with 
R. H. Macy & Co., New York, 
Stone-Wright, New York, and 
Vogue-Wright, Chicago, has been 
appointed art director of Charles 
Daniel Frey Advertising Agency, 
Thicago. 


DAY SAID To 


Go To JOHNSON'S! 


When a local advertiser uses one station five days a week 


for eleven years . . 
faction! 


. that’s admissible evidence of satis- 


We think so, and we therefore cite with pride the record 
of our long association with Johnson’s for Shoes 
(Fargo). And Johnson’s is only one of eighteen “locals” 
who have been with WDAY, steadily, from ten to 


twenty-three years! 


There’s no better recommendation than the loyal con- 
fidence of neighbors. WDAY has it! 


W DAY, inc 


— ae 
N. B. 


a. —_— 


FARGO, N. D. 


970 KILOCYCLES . 


- « §000 WATTS 


FREE & PETERS, INC., NATIONAL REPRESENTATIVES 
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sRecord Year Is 


Ahead, Canadian 
Acmen Are Agreed 


(Continued from Page 1) 
tising can supply the spark which 
will get the job done.” 

The ACA survey disclosed these 
facts: (1) 75% of the leading 
Canadian firms expect increased 
sales volume in 1946; (2) 65% 
plan to increase sales staffs; (3) 
, majority feel that newspaper, 
radio and other media will be 
ysed in larger volume; (4) 35% 
plan to increase their ad appro- 
priations in °46, while 47% will 
maintain present volume; (5) 65% 
plan to increase productive ca- 
pacity next year; and (6) 75% 
are definitely confident about °46 
prospects, while only 5% are pes- 
simistic. 

Two Big Jobs Ahead 


Advertising has a major role to 
play in the two big jobs facing 
Canadians, Mr. Stephenson de- 
clared: the successful rehabilita- 
tion of the fighting forces and re- 
conversion of business and indus- 
try to peacetime operations. 

Joseph Watt, advertising man- 
ager of Canadian Breweries Ltd., 
discussing “Canadian Art for 
Canadian Advertisers,” reported 
on a successful company-agency 
urvey and listing of top-notch 
Canadian artist talent. Canadian 
advertisers have often looked with 
envy at the art work used by 
American advertisers, he said, 
“and it is interesting to note that 
within the past few months we 
have had inquiries from the U. S. 
asking us where we bought our 
paintings.” 


Ellison Reviews ANA Work 


In advertising about new prod- 
ucts, “why not take a line to re- 
mind our readers that these mean 
more jobs and better ones, in- 
stead of leaving this translation 
for the individual to make if the 
thought ever happens to occur to 
him,” Paul S,. Ellison, advertising 
and sales promotion director of 
Sylvania Electric Products, New 
York, and chairman of the public 
relations committee of the Asso- 
iation of National Advertisers, 
told the convention. 

In the past five years, he ex- 
plained, the ANA “has admin- 
istered or helped to administer an 
expenditure of well over 100,000 
for public opinion research.” 


Many Fields Covered 


These studies covered public 
sentiment toward wartime adver- 
using; public attitudes on prob- 
lems affecting industry; what the 
larmer thinks of business; public 
and school teacher knowledge of 
the economics of advertising, dis- 
tribution and the consumer move- 
ment, and on public recognition 
if the economic freedoms. 

“The trend of thinking which 
Nas run through all our surveys 

that first and foremost, the 
people want to be sure of jobs— 
j0Ds within the competitive enter- 
prise system if possible—because 
most people basically believe in 
such a system,” Mr. Ellison em- 
Dhasized. “But people have two 


~— 


‘o make RESERVATIONS 
for the Artists Guild 
Groce math, Boll 
at Hotel Continental 
November 30, 1945 
Call Whitehall 5355 


<TANDARD STUDIOS, INC. 


serious reservations about indus- 
try. One is that great industrial 
corporations lack warmth and 
friendliness in their human rela- 
tionships. The second complaint 
is that the owners of industry— 
the stockholders—realize too great 
a return in proportion to their 
contribution to industry.” 


Let People Know Plans 


“The job symbol is the most 
potent public relations theme to- 
day. Every industrial concern 
that is doing its best to provide 
the maximum number of jobs 
(and what concern is not?) should 
let people—particularly the people 


of its own community—k now 
about its motives and future 
plans.” 


L. E. Phenner, president of 


Canadian Cellucotton Products 
Company Ltd., Toronto, and Cel- 
lucotton Prod- 
ucts Company, 
London, was 
elected presi- 
dent of the as- 
sociation. He 
is also presi- 
dent of the Bu- 
reau of Broad- 
cast Measure- 
ment anda 
member of the 
Toronto Board 
of Trade. 
Other new 
officers and directors chosen for 
1945-46, to serve with continuing 
executives, include: Vice-presi- 
dent, Lee Trenholm, Underwood 
Ltd., Toronto; and directors Rob- 


L. E. Phenner 


ert E. Day, Bulova Watch Com- 
pany Ltd., Toronto; J. G. Hagey, 
B. F. Goodrich Company of Can- 
ada Ltd., Kitchener; John W. 
Lawrence, Borden Company Ltd., 
Toronto, and C. H. Willis, Apple- 
ford Paper Products Ltd., Hamil- 
ton. 


Joins Cecil & Presbrey 


Dell Crosby, producer and di- 
rector of packaged radio shows for 
the last 20 years, has joined Cecil 
& Presbrey, New York, as radio 
director. 


Agency Corrects List 
Advertising Producers - Associ- 
ated, Inc., Chicago agency, in Sep- 
tember erroneously listed Spray 
Engineering Company, Chicago, 
as a new account (AA, Sept. 24). 
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The account added was that of 
Spraying Systems Company, Chi- 
cago. Spray Engineering Com- 
pany, Somerville, Mass., is an ace 
count of Larcom Randall Adver- 
tising Agency, Boston. 


AUTHORITY 


Staff writers for American Restaurant Maga- 


zine are the industry's outstanding authorities 
... Leonore D. Freeman, quantity food stylist; 
Jessie Alice Cline, practical menu planner; 
Charles Wagner, kitchen engineer, and many 
others. Your advertising surrounded by such 
authority shares their prestige, gains buyers 
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“Reefer” Revolution 
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Railroads Haul Record 


irice| p ofrigerator Load, Plan 
Improved Equipment 


JOSEPH B. ENNIS, Senior Vice President, AMERICAN LOCCMOTIVE CO 


= ITHOUT our great arteries, the railroads, 
American war efforts surely would have been 


paralyzed. As this will also be true of a peacetime 


economy, American Locomotive is constantly searching 


for new and better ways to serve the railroads and 


industry. The Wall Street Journal with its incompar- 


- Street Journal. That's why 
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this national daily is ‘‘must’’ reading for bt 
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able daily reporting of industrial and business news, 


has been our divining rod — it is 


our organization!” 
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Media Still Can‘t 
Meet the Demands 
for Advertising 


(Continued from Page 2) 
mer, newspaper publishers say 
that rationing will have to be re- 
sorted to again to get by a very 
tight situation. On the other hand, 
if the increase is based on fourth 
quarter newsprint use, the situa- 
tion will be very much easier. 

Cranston Williams, general man- 


ager of American Newspaper Pub- 
lishers Association, has just told 
daily newspaper publishers that 
“apparent demands are for more 
newsprint than estimated supply. 
Figures for the first six months 
of 1946 indicate a slight increase, 
but this will be short of demand.” 


Color in Demand 


Crown-Zellerbach Corporation, 
San Francisco, is said to have re- 
duced its newsprint supplies to 
West Coast newspapers by as 
much as 40% and is switching to 
the more profitable book paper. 

A record-breaking volume of 
newspaper color has been booked 


ELL it TO 


THE TECHNIC] 


25 WEST BROADWAY 


in Sunday sections and Sunday 
A Nationwide 


ee) 


Electronic Technicians’ Read- 
ing Habits sent free on request. 


NEW YORK 7,N. Y. 


magazines, and the only brake on 
rotocolor is the fact that less roto- 
gravure paper will be available in 
1946 than newsprint, relatively 
speaking. Demand for run of 
paper color in the daily papers 
is also increasing, although few 
papers have been eager to accept 
it, because of the additional wast- 
age of newsprint which color in- 
volves. 

In the newspaper field, as with 
magazines, the smaller media are 
in somewhat better position to ac- 
cept business than the large cir- 
culation papers, and so the situa- 
tion as a whole is not as tight as 
it is in the case of metropolitan 
dailies. 

Polls 50 Leaders 

A telegraphic poll of the 50 
current leaders in total news- 
paper advertising linage indicated 
that in most cases restrictions are 
still in effect, and will come off 
only if the newsprint supply situ- 
ation is eased next year. Of 31 
papers replying, eight said they 
have no restrictions now, while 
the others still find it necessary 


The QWE wagazine that’s “on the beam” 


Pan American and thousands of 
other operating organizations — 
military, commercial and per- 
sonal — furnish a vast market for 
aircraft and airport maintenance 
equipment, as well as dealerships 
for aircraft, aircraft parts and 
accessories. 


Thomas H. Reid, Superintendent 
of Maintenance, Atlantic Divi- 
sion, Pan American Airways, says 
of AVIATION MAINTE- 
NANCE: “The articles are of 
pee value and contain many 

Ipful hints which aid our mep 
in their daily work.” 


...Wwith the men wie ean | ee? “Clippers” 


yt ol! 


PAN AMERICAN WORLD 
AIRWAYS, pioneer world- 
wide airline operation, has 
shortened the travel time be- 
tween continents, its “Clip- 
pers” linking 62 countries to 
the United States through 82,- 
000 air route miles! 

To keep its planes flying at 
top efficiency, Pan American 
maintains a staff of engineers 
and technicians whose knowl- 
edge and “know how’ are re- 
sponsible for meeting its rigid 
schedules. These men have also 
contributed much to the ad- 
vancement of aeronautical 
science. 

It’s a tremendous job — more 
than a matter of men and ma- 
chines. It also involves keep- 
ing abreast of a maintenance 
picture that’s traveling at a ter- 


[ AVIATION MAINTENANCE 
wilde, — a 


i 


@ 


rific clip. And on this score, 
here’s what Pan American’s 
Thomas H. Reid has to say: 
“AVIATION MAINTE- 
NANCE has been referred to 
again and again by our main- 
tenance chiefs and shop men, 
because #t is the magazine sole- 
ly devoted to maintenance and 
overhaul shop operations.” 

That’s right! AVIATION 
MAINTENANCE is written 
solely for key maintenance per- 
sonnel in commercial, person- 
al and military aviation. To 
thousands of readers, AVIA- 
TION MAINTENANCE is 
the beacon to better methods 
of aircraft and airport main- 
tenance and operations. They 
know they can look to it to 
find what to get and where to 
get it. 


involving hundreds of tools and 


A CONOVER-MAST PUBLICATION 
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Outdoor Sold Out in Larger Markets 


Chicago, Nov. 8.— Outdoor ad- 
vertising facilities in the larger 
cities are already sold out for 1946, 
according to J. J. Lechner, vice- 
president and head of the outdoor 
advertising department of Foote, 
Cone & Belding, Chicago. Mr. 
Lechner, who has covered a large 
part of the country in recent in- 
spections of outdoor advertising 
plants, said that 24-sheet poster 
service is still available in cities of 
35,000 population and under, but 
not in larger markets. 


“The tight situation on 24- 
sheets also applies to painted bul- 
letins,” he continued. “However, 
in addition to posters in the 
smaller communities, we find that 
highway posters and bulletins are 
still generally available, as the 
automotive and oil advertisers 
who formerly were the principal 
users of this type of outdoor ad- 
vertising have not yet returned 
6 3.” 


Mr. Lechner commented on the 
possibility of an expansion of out- 
door facilities, saying that while 
sheet steel is still hard to get, 
there is a strong possibility that 


plywood poster panels wil! jp, 
used on a large scale in the oy. 
door field. 

“Experiments by some of the 
leading outdoor plant operators 
he said, “have shown that 
wood panels may even be superio; 
to steel. The latter expand: 
contracts with changes in 
perature, while plywood doe; 
In addition, it does not was 
chip, and posters consequent] 
main in good condition. 


Largest Circulation Ahead 


“T recently saw a plywood pane! 
which has been in service jp 
Philadelphia for the past foy 
years, and it is in excellent cop. 
dition. It may be that through de. 
velopments of this kind poste 
plants can be expanded substanti- 
ally in the near future, and on a 
basis which will represent im- 
proved service for advertisers.” 

Outdoor circulation. represented 
by traffic is already ahead of pre- 
war figures, he concluded. TAB 
traffic counts indicate that afte 
automobile production is resumed 
on a normal basis, outdoor adver- 
tising will be exposed to the larg. 
est circulation in its history. 


to impose restrictions which hold 
present advertisers to as little as 
60% of a prewar quota. 

The eight “free market” papers 
are the Cincinnati Enquirer 
(which lifted local and national 
restrictions Nov. 1); Troy Record; 
Boston Herald Traveller; Schenec- 
tady Gazette; Waterbury Repub- 


| lic and American; Reading Eagle; 


| Worcester Telegram; and Johns- 


with Beauty, Function a and Force 


Pan American’s Metal Shop alone at LaGuar- | 
dia Field, New York, keeps more than 145 
persons busy on maintenance of a fleet of 4- 
motored Boeings that span the Atlantic. 


Giant Pan American Clipper in “dock” where | 
she regularly receives overhaul operations and 

checkups, 
pieces of equipment. 


town Tribune-Democrat. 
Newspapers which report abil- 
ity to handle advertising fairly 
well, although under definite lim- 
itations as to space which will 
come off next year only if the 
paper supply improves, include the 
Salt Lake Tribune Telegram; 
Evansville Courier and _ Press; 
New York Herald Tribune; Daily 
Oklahoman and Times; Philadel- 
phia Record; Peoria Newspapers; 
Boston Post; Miami Herald; and 


| San Antonio Express (where an 


eight-week strike has eased the 
paper situation considerably). 


Western Papers Hit Worst 


Others range from desperation 
on upward. For example: 

Los Angeles Examiner—ration- 
ing to continue on last year’s basis 
unless newsprint situation changes. 


“Impossible to allot space to ney 
advertisers except in emergenc) 
cases and then in small amounts, 

San Francisco Chronicle—loca 
and national frozen to 1941 per- 
centage, but hopes to carry smal! 
percentage of new advertisers 
both groups next year. 

San Diego Union and Tribune- 
Sun—present restrictions are per- 
centage of last year’s total on local 
and “a minimum on all national. 


Limits Size of Space 


Portland Oregonian — national 
and local apportioned on basis of 
prewar usage by individual ac- 
counts, but percentage of space 
is held for new accounts. Na- 
tional ads held to 1,000 line 
maximum except when advertise 
is far below annual quota, wit! 
“smaller ads encouraged.”  Defi- 
nite space commitments being 
made only for Sunday magazine 
comic and farm sections. 

Houston Post and Richmond 
Newspapers have no restrictions 
on national, but both restrict 
local, the latter to 100% of las 
year or 4,000 lines monthly 
whichever is greater. 


Omaha World-Herald—nationa! 


limited to 1,500 lines and_ last 


MERCHANDISING DISPLAYS 


Designers and Fabricators of Metal, Plastic and Wood Displays for Counter, Window and Floor - Business E) ips 
|, , 
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dise to “Up Front” sales wit’ 


ey your merchen 
Display Gulid’s metal merchandisers. Origine’ 
designs and high skill prod 
and dispensers in a wide variety of materials on” 
push purchases. Let us design your exhibits now. 
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59 
t year's monthly usage, with local} ing orders on record. cilities are so overtaxed in most | ee | Jan. 14-16. Newspaper Adver 
ets cut 10%. Can’t handle new ac-| Although two major business advertising centers that agencies | * (, SOs tising Executives Pai te nl 
S Wil! helmcounts, and expects relief by July,| paper groups, McGraw-Hill and/are offering bonuses for the de-| “= COM UNG nual pacar Edgewater Be “a 
in the oy.M)946 Chilton, both said that they ex-| livery of color plates in order to| 2 = _ Hotel Chicago 
Indianapolis Star—national and) pect to be able to “take all ad-| meet publication deadlines. 57 
me Of thlMiocal restricted to 90% of last} vertising comers” in 1946, their a NA ALLA ALAAASS = InN Y 
operators "Jyear s_ linage. situation differs considerably from . a ee ; ames roung 
that ply. Buffalo Courier Express—local| that of many other business pa- Purchases Station WDAK Nov. 12-14. Life Insurance Ad- Allan John Young has been ap- 
be superjo;fMallowed 5% over corresponding| pers, and from national maga-| Radio Columbus, Inc., Colum-| vertisers Association, annual meet- ag advertising manager of 
xpands angfMperiod of last year, but no more} zines. McGraw-Hill’s “possible bus, Ga., has purchased WDAK, ing, Hotel Pennsylvania, New ew ey See aa 
's in tem.fthan 48 columns weekly in daily| exception” is Business Week, the SE egos satadiad tas ate York. 
Ip orf™tional i o i, s whew P y shortage Of) manager; Ernest D. Black, vice-| tional Advertisers, annual meet- WANTED—PRODUCT TO SELL IN 
quently refBcept for one announcement for | printing equipment. president, and Howard E. Pill, in Hotel Pennsylvani New NEW YORK AND NEW ENGLAND 
i. each pegs seen gad which 1,500 Saget facilities peer ad None ate dy» pel The sale is al asiaata - Manufacturer's Sales agent desires to rep 
lines may be used. Does not ex-|the country are reported to be| subject to FCC approval. : , : ‘ 
poe sect to lift size restrictions until} about 30% oversold. This is —_— Nov. 25-29. Financial Adver- Has N.Y. office and is splendidly. quall: 
w0od panelfil midyear. handicapping advertisers in the Barnhart Joins CBS Users Association, annual meeting, esas, "Roles! aut tive wal aa 
service jp Ads Cut to 60% production of catalogs and promo- H H B h f The Homestead, Hot Springs, Va.|] must have made good in some part of 
Past fou ° tional material needed to support P= nt A oy Fig | eA hell. Jan. 11-12—Pacific Advertising || the country. 
ellent cop. Los Angeles Times—space avail-| advertising campaigns, and de- New York has joined the adiemre Association, mid-winter confer- Box 6309, ADVERTISING AGE 
hrough de-Mable to end of year is 60% of|lays in the execution of orders tising and sales promotion de-| ence, Camelback Inn, Phoenix, 330 W. 42nd St., New York 18, N. Y 
ind poster ff base year, 1941, with local allo-| are common. Photo-engraving fa- partment of CBS. Ariz. : ” , N. Y. 
substanti-f cated 52 2/3% of available space, 
, and on affclassified 33 1/3% and _ national 


esent im-9§13%, the same percentage occu- 

2rtisers.” pied by these divisions in the base 

epresented#M year. Has no ban on new ac- 

ad of pre-[counts, but local is restricted to ! 

Ba er os ote ver oe MAKING TRANSCRIPTION HISTORY! 

that after—#and national “must wait their : 

S resumedf#turn at available space. Our 

oor adver-Mrather desperate situation due to 

» the larg-Mlarge influx of population and 

story. consequent increase of over 70% 

—_———. Bin daily and Sunday circulation.” qt 4 Z 

ce to ney gy Does not expect material ease- 

emergency | ment in newsprint supplies until THE NEW KENNY BAKER SHOW 

amounts’ mid-1946. 

icle—loca Memphis Publishing Company— 

1941 per. during 1945, 100 major local ac- \ 0 

arry smal|qgcounts were held to 75% of 41 

artisers ingusage, with proportionate national {I 
and classified reductions. If re-| 

Tribune. sttictions are necessary during | -_— 

s are per-mpeatly 1946, they should be 10 to| 

al on local 15% less than the °45 limits. | 

national’ Dallas News—restrictions just | 
about as tight as ever. “Unlikely 

ace there will. be much relief within 4 

— national] next several months.” 

n basis of New York Times—restricting all // : 

idual ac-@ Classifications, and estimates that ao 

of spaceq™ it cannot publish as much as 40% Pe qj il 

nts. Na- f business offered. Has accom- j : 

000 line fm modated new advertisers by lim- ~ 

advertise ting size of ads and expects to) 

ota, with continue doing so until newsprint | 

1.” Defi-f™ Situation eases. 

ts being 

magazine Radio J 

Richmond .. 

»strictions The radio situation is much 

restrict better than that of printed media. 

% of last Network time, as reported in the 

monthly, Nov. 5 issue of AA, is still avail- K 
able, and spot radio time is be- i) 

—nationalf "g cleared regularly. 

and last The only really tight situation 
see areeeree AMERICA’S FAVORITE TENOR! 
as the trend toward the use of this ° 
type of advertising on the air has 
been so strongly marked that 
spots are much more difficult to ; 
clear ageism grtva me ~ most WITH * A great new transcribed show... planned for quarter-hour 
cases it is being done. od pro- . ‘ 
vem tees Ge conn an ad frequency, day or night. Currently produced in Holly- 
tations, as representatives report wood on a 5-per-week basis. Enjoy the lilting rhythms of 
a disposition on the part of sta- 


tions to give national business | 
preference over local programs. 


Little Miss Rhythm herself, lovely Donna Dae... the color- 
ful emceeing of Jimmy Wallington... the smart music of 


: | . Buddy Cole and his men... and the glorious voice of our 
¥, Business Papers | *& DONNA DAE eid k mee a 
Y | Famous Fred Waring singing star, Kenny Baker. Setting a new high in talent 
Pe Business papers report a heavy | Vocalist and production for local and regional sponsors. 
increase in advertising volume | - 
booked for 1946, but here again | WRITE, WIRE OR PHONE 
/ limitations on paper and press | 
y facilities will limit the size of | 
my issues. Leading publishers report | 
the heaviest booking of advertis- | 
| * JIMMY FREDERIC W. COMPANY 
7 WALLINGTON 
/™~| 
%& BUDDY COLE 2436 READING ROAD + CINCINNATI, OHIO 
~/ And His Men of Music NEW YORK ° HOLLYWOOD 
i> | 
| 
jes wir '2% of all radio-appliance 
¢— ‘ales and service in the 
a. whedor hod um by “RSD OTHER CURRENT ZIV SHOWS: BOSTON BLACKIE * EASY ACES © PLEASURE PARADE 
Adeline Coen ° THE KORN KOBBLERS * CALLING ALL GIRLS «© SONGS OF GOOD CHEER «© MANHUNT 
ness Ex" BH} COWAN PUBLISHING CORPORATION 
142 MADISON AVE., NEW YORK, N. Y. 
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Food Firms Will 
Boost Ad Budgets 
fo Push ‘46 Sales 


(Continued from Page 1) 
000,000 in these media. 


ad plans. 


“Consumer dollar purchases of 
products sold through grocery and 
country stores have increased 89% 
since 1939,” said A. C. Nielsen of 


A. C. Nielsen Company, Chicago 
“Perhaps the most 
trends were those for the major 


advertised—and in a great many 
cases—higher-priced brands. Con- 
in this 


sumer sales of products 


Seventy- 
six per cent of manufacturers cov- 
ered already have completed 1946 


significant 


category have enjoyed a phenom- 
enal rise. 


Quality Products Sampled 


“For example, a representative 
group of nationally advertised 
items increased their total volume 
by 67% since early 1942 despite 
short supply and rationing in some 
lines. There has been a wide con- 
sumer sampling of quality prod- 
ucts.” This, Mr. Nielsen empha- 
sized, “invites serious considera- 
tion of ways and means of main- 
taining in the postwar period the 
strong current position enjoyed by 
advertised brands. 

“During 1945 the comparative 
relationship between per capita 
.|consumption” of these grocery 
brands “and that for grocery store 
,|}sales in total indicated a better 
than average condition” for them 
in all sections of the country ex- 
cept the Southeast, Southwest and 


J.J. GIBBO 


200 BAY STREET 


ADVERTISING 


TORONTO, MONTREAL, 


GIBBONS KNOWS CANADA 


WINNIPEG, REGINA, 


NS_LTD. 


MERCHANDISING 


CALGARY, EDMONTON, VANCOUVER 


Pacific Coast. “These deficiencies 
existed despite outstanding sales 
gains for nationally advertised 
brands in these areas,” he said. 


Public Relations Expanded 


Based on recommendations of 
Jean Carroll, who recently re- 
signed as its director, the associa- 
tion’s Grocery Manufacturers’ In- 
formation Council will expand its 
public relations budget to more 
than $250,000 in the next year 
and will integrate this program 
into the GMA as its public rela- 
tions department, said Hanford 
Main, Loose-Wiles Biscuit Com- 
pany, chairman of GMIC. 

“We are moving ahead on the 
program of developing a _ better 
understanding as to the meaning 
of brands and trademarks,” Mr. 
Main pointed out. The program is 
intended to develop good will for 
the industry, particularly on the 
part of “key groups such as farm- 
ers, employes, consumers, distrib- 
utors and stockholders.” One part 
of it is a series of booklets on 
descriptive labeling. 

Farm women are bigger buyers 


LOOSE LERF 
BInDeERS 


FORMS AND EQUIPMENT 


ee md pee 


The line 


that’s complete 


brings you the right answer 


in CATALOG BINDERS! 


@ TVhe success of your reconverston program may well 


depend on your catalog binders. Ch 


care—to create favorable impressions and to 
help produce orders with the least effort. 

The new complete line of Remington Rand 
catalog binders has been designed to provide max- 
imum “‘Sales-Power’’ for every purpose. Here are 


binders of all sizes and styles. . 
14 inches. . 
venuine leather. 


. and covers rangi 


Diagrams, testimonials, action % 


data and other sales material can no 


oose them with different uses. 

experience. Sho 
your need he hz 
operate, easy to 
If you require th 
. Capacities up to construction, he 
ig from paper to ing these 

binders. 

news, performance 


in New York. 


UW be punched UuNni- 


formly and housed in different style catalog binders for 


Have a Systems Technician bring you our wide 


uld economical ring binders suit 
is them — flat opening, simple to 
keep up to date and built to last. 
e expansion and protection of post 
can show you new styles combin- 


features with the advantages of ring 


Just call our nearest Branch Office, or write us 


SYSTEMS DIVISION 


315 Fourth Avenue, Ne 


COPYRIGHT 1945 REMINGTON 


REMINGTON RAND 


w York 10,N. Y. 
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of packaged products than are 
women who buy for city families, 
said Mrs. Don Wherry, associate 
editor, Wallaces’ Farmer and Iowa 
Homestead. For certain groups of 
packaged foods, such as coffee, 
flour and cereals, farm families 
were found to spend nearly 50% 
more. On the other hand, city 
women spend twice as much for 
meats, fish, dairy products, bakery 
goods, fruits and vegetables. 

Carl W. Dipman, editor, Pro- 
gressive Grocer, estimated that re- 
tail food and grocery sales will 
total around $18 billion this year, 
an increase of about $7 billion in 
the last five years. 

Sales increased slightly over $5 
billion in the three war years 
1942-44, with independent and 
combination grocery stores gain- 
ing about 50%, chain stores 22%, 
and specialty food stores 40%. 
Price advances accounted for 
about 29% of the over-all in- 
crease. The proportion of total 
business done by independent gro- 
cery and combination stores rose 
from 63% in 1941 to 68% in 
1944. 


Self-Service Basis 


At present, Mr. Dipman said, 
about 20% of independents operate 
their grocery departments on a 
complete self-service basis, and 
these stores accounted for 32% 
of independent’s sales. Among 
chain stores, from 60 to 65% of 
the volume is self-service. Recent 
surveys show that from 65 to 85% 
of all consumers prefer self-serv- 
ice. 


KWK Denies Veteran's 
Charge of ‘No Job’ 


R. T. Convey, president of Sta- 
tion KWK, St. Louis, last week 
denied a charge that it refused 
to re-employ Myron J. Bennett, 
war veteran and former KWK an- 
nouncer who has filed a $150,000 
damage suit against the station. 

Bennett, now employed in Cin- 
cinnati, formerly conducted the 
“M. J. B. Show” on KWK. He 
charged that the station refused 
to reinstate his contract or re- 
employ him following his three 
years’ military service. Saying 
there is no foundation for the 
statement that employment was 
denied, Mr. Convey added: “He 
never asked for his job back. His 
only approach to the company 
after his separation was to make 
a long-distance call to KWK’s 
program director in an effort to 
involve the station in competitive 
bidding for his services.” 


Haskins Aids Publisher 


Charles L. Haskins, formerly 
central district manager of Gulf 
Publishing Company in Cleveland, 
O., has been appointed assistant 
publisher of Production Engi- 
neering & Management, published 
by Bramson Publishing Company, 
Detroit. 
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Newspaper Ne: 
to Name $60,006 
Top Executive 


New York, Nov. 8—Form, 


launching of a “newspaper ne Ne’ 
work,” for group selling of blaqjimindus 
and white space in 22 majofiAnd? 
newspapers, may be held at Min né 
meeting here Nov. 13-14.  Thdiitisem 
rate structure and other plans, jn JMclose: 
cluding the name of the neyimtroud 
group, which has been in develop JMgins | 


ing for a year, may be announceJ 
then. 

The new network is reporte 
planning to seek a director t 
handle sales, newspaper rela. 
tions, etc., at a salary of $60. 
000 to $70,000 a year. This would 
be at least $20,000 more thay 
that of Alfred Stanford, jus 
named sales director (AA, NoyggAdve 
5) of the Bureau of Advertisinggmioint 
ANPA, at a salary somewhat les@mmere, 
than the $50,000 which the bureaymVew 
originally intended to pay. Theg—peen 
network members have not ye In 
begun to consider candidates fogm'Giv' 
the job. said: 
puin€ 
rathe 

The new group would parallem@ss! 
in black and white space, bothg™pecis 
daily and Sunday, the scope of 
Metropolitan Sunday Newspapers 
in color and gravure. The latter 
group was initiated some year; 
ago by Roy C. Hollis, generg 
manager of the New York News, 
to compete with The American 
Weekly and This Week for Sun- 
day advertising in major mar- 
kets. The new network commit: 
tee is headed by H. B. Sherwood, 
advertising manager of the New 
York News. Among its members, 
only the New York -Times and 
Philadelphia Bulletin are said not 
to be members of Metropolitan 
Sunday Newspapers. 


here 
selve: 
paten 


Do 


Ge 
ident 
AA j 
plate 


Parallels Metro Group 


L. W. FINCH 

Atlanta, Nov. 8.—L. W. Finch 
assistant national advertising di- 
rector of the New York Daily 
News, who has been associated 
with the publication since its in- 
ception, dropped dead from a heart 
attack on the Brookhaven Club 
golf course here yesterday while 
accompanying John Glass, News 
local advertising manager, ani 
Horace Powell, business manager 
on the Atlanta Journal, on a round 
of golf. Mr. Finch was 53. 


WOR Joins CAB 


WOR, New York, has joined the 
Cooperative Analysis of Broad- 
casting, becoming the first radio 
station member in the research 
firm’s history. Networks, hovw- 
ever, have been and are CAB 
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Promotion Men 
of Newspapers 
Meet, Swap Ideas 


Des Moines, Nov. 6.—Promotion 
managers of about 35 newspapers 
in the Midwest wound up a two- 
day session here today as guests 
of the Des Moines Register and 
Tribune, during which they ex- 
changed ideas and suggestions in 
informal sessions to such good ef- 
fect that the “midwest promotion 
managers conference” gives every 
indication of becoming an annual 
event. 

This week’s meeting was or- 
ganized by Bert Stolpe, promotion 
manager of the Des Moines 
papers, which played host to the 
group in magnificent style. The 
gathering generated so much en- 
thusiasm that an invitation of 
Frank Hubbard, Post-Tribune, 
Gary, Ind., to hold a similar con- 
ference next year as his paper’s 
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nog PHiggins Bows Out 
4 to Labor-But Ads 
bo. ,,,gotill Continue 
yape * New Orleans, Nov. 8.— Higgins 
gs of lac Industries, Inc., whose president, 
22 najo Andrew J. Higgins, has announced 
held at Jmin news stories and paid adver- 
-14, tisements that his plants have 
Plans, jpfmclosed down because of labor 
the trouvles, has revealed that “Hig- 
n de gins boats will be built as planned 
announce™mnere or somewhere else by our- 
selves or others under Higgins 

3 Yeporteqmpatents.” 
tg * oil Do Not Expect to Cancel Ads 
ae roe George V. Rappleyea, vice-pres- 
This wouylqqpdent of Higgins Industries, told 
nore thaygAA yesterday that they ‘“‘contem- 
ford, jugqgplate no advertising cancellations.” 
(AA, Noy Advertising for the firm, handled 
dvertisinggmiointly by the Bauerlein agency, 
ewhat lemmere, and McCann-Erickson, Inc., 
the bureaymNew York, has in some instances 
pay. Thapeen scheduled through 1946. 
e not ye™™ In mewspaper ads captioned 


‘Give Me Liberty,” Mr. Higgins 
said: ‘“‘We are going to act as the 
puinea pig, and call it ‘quits’ 


lidates for 


roup rather than work under these im- 
ld paralle ossible conditions. These grave 
pace, both ecisions were arrived at when we 
- scope oad evidence that the powers, un- 
lewspapers onstitutional or not, of various 
The lattemeovernment agencies were com- 
sme year pining and being directed in as- 
s, general ociation with these local groups 
ork New mR: ° 

American Has $40,000,000 of Orders 


¢ for Sun- 
ajor mar- 
k commit: 


In the full-page advertisement, 
{r. Higgins revealed that the com- 
any had approximately $40,000,- 


Pan wal 00 of orders on hand. Mr. Rap- 
- members, leyea told AA that “not a single 
Primes anprder (has been) cancelled but 
e said not onsiderable new business daily” 
etropolitan ims coming to Higgins industries. 


Agency executives have not re- 
ealed the extent of advertising 
cheduled for Higgins. 


guests, was accepted on the spot. 

Speakers and discussion leaders 
at the conference included Pierre 
Martineau, Memphis Commercial 
Appeal and Press-Scimitar; S. R. 
Bernstein, ADVERTISING AGE; Bob 
York, Bureau of Advertising, 
ANPA; George A. Brandenburg, 
Editor & Publisher; Lloyd E. Borg, 
Minneapolis Star Journal and 
Tribune; John Henry, Des Moines 
Register; Joyce A. Swan, Minne- 
apolis Times; Ramon Cram, Co- 
lumbus Dispatch; C. P. Himmel- 
man, Cleveland Plain Dealer; 
Miles Tiernan, Indianapolis Star; 
and Reginald Clough, Tide. 


Heads Promotion Council 


Harold R. Deal, advertising and 
sales promotion manager of Tide- 
water Associated Oil Company, 
San Francisco, has been elected 
president of the Western States 
Promotion Council, Inc., San 
Francisco, tourist promotion group. 
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‘Allied Agencies’ 
Wins $1,000,000 
Florida Account 


(Continued from Page 1) 
and a definite theme selected last 
Friday at a conference of the 
agency executives and the re- 
cently-appointed state advertis- 
ing director, Roy C. Beckman. 

Florida’s ad program grew out 
of a campaign pledge by Gov. 
Millard F. Caldwell, who prom- 
ised to seek a state advertising 
fund. The drive will promote 
the state as a whole, the com- 
mission said, with special empha- 
sis on its economic stability; favor- 
able financial and tax position; its 
unusual opportunities in com- 
merce, certain types of industry 
and agriculture, and “its desira- 
bility as a great place in which to 
work and live as well as a play- 
ground.” 

In working with the commis- 
sion, the agency group will set up 


a planning board composed of the 
heads and top executives of all 
four agencies. The over-all pro- 
gram will be under Mr. Beck- 
man’s direction. 


Two Join Cairns 

J. H. Lang Jr., formerly vice- 
president of Grey Advertising 
Agency, New York, has become 
the head of the plans board of 
John A. Cairn & Co., New York. 
Miss Muriel Williams, formerly 
of Irwin Vladimir & Co., Chicago, 
has joined the agency as an as- 
sistant account executive. 


Two Dailies Seek 
New Radio Tie-ups 


The New Orleans Times-Pica- 
yune, which previously has re- 
ceived tentative approval from the 
FCC for an FM broadcast sta- 
tion, last week filed an application 
for a standard broadcast adjunct, 
with 500 watts night and 1,000- 
watt daytime power. 

Earlier, the Philadelphia Bulle- 
tin sought to stake out a place for 


itself in the radio field with an 
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application to the FCC for the 
purchase of WFIL and its FM 
adjunct for $1,900,000. 


War’s end makes a 
dynamic change in Mar- 
kets. Those with estab- 
lished peace-time indus- 
tries and resources 
must take precedence 
over the old boom 
areas. 


Norristown's 53,429 


ABC City Zone, and its 
$15,000,000 
Post War 


buying “vel- 
vet” put. it 
on the SURE 
list. But . 
selling it is 
an INSIDE 
job. 


Represented Nationally by 
The JULIUS MATHEWS SPECIAL AGENCY 


1 Hammermill plas- 2 
tic Form Layout 

Rule. Carries inch and pica 
printer's scales, also type- 


writer picoand elitescales. end shape 


Layout Sheet (either 
typewriter pica- or 
elite-spaced) for design- 
ing forms to exact size 
required. 


Idea-book,‘‘How to 4 
Design a Business 
Form." Gives economi- 
cal sizes, suggestions, 
form and designing helps. 


yeu can get. Manual lists 
grades, colors, sizes, 
weights, finishes. 


Hammermill Form- 
Designing Kit con- 
taining 26-point form 
check-list and form-print- 
ing Specification: Sheets. 


Restrictions exist. 5 
Know what papers 


Send for these 5 Useful Tools!...F REE! 


These Hammermill helps are 
free. With them you can de- 
sign time- and money-saving 
business forms exactly fitted 
for the job you want them to 
do. Use the 26-point check-list 
to test the efficiency of your 


present forms. You may find 


LOOK FOR THE WATERMARK --- 


For your business forms, rely on paper 
made for business use—Hammermill Bond 


IT 1S HAMMERMILL'S WORD OF HONOR TO THE PUBLIC 


Position 


Se (Please write on, or attach to, your business letterhead) 


that some should be combined. 
Some eliminated. You may 
want to design entirely new 
ones. Whatever is needed, this 
set of practical tools will guide 
you, make your task easy. Mail 
the coupon now. No obligation. 


No salesman will call. — _— 


Hammermill Paper Company 
1459 East Lake Road, 
Please send me—free—the Hammermill Form-De 
signing Kit and include a copy of “How to Design 
a Business Form,” the Manual and the Form 
Layout Rule, 
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The Diin ~ 


wh» possessed a bottle. 


ing happened. Life went on about as usual. The beggar 
continued to eke his sustenance with difficulty. 


One day, quite by accident, the owner of the bottle 
happened to rub the glass a special way. Instantly a 
cloud rose from the vessel. A gigantic djin appeared, 
paid obeisance to the mendicant, and announced his 
readiness to perform any service desired. There was, 
however, one condition: if the action sought by the 


unaided. 


* * * 


benefits that lie at hand, but your life as well. 


How useful is the instruction of this ancient fable 
today? Those who scrutinize the progress of the de- 
bate about the atomic bomb know the answer. 


Thus far, the argument proceeds at three levels. On 
one stand the military, who naturally think of atomic 
energy primarily in terms of warfare. That is their 
= profession. They insist upon attempting to segregate 
3 not only the bomb, but the whole realm of nuclear 
physics as well from further exploration, save by special 
permission of government. How they hope to carry 
through this astonishing plan is already clear. A tight 


The 


One of the old Oriental fables—several 
versions appear in the Arabian Nights—has to do with a beggar 


Unbeknownst to himself, it imprisoned a genie, or djin. So long 
as the mysterious spirit remained within the prison of glass, noth- 


beggar were beneficial to mankind, well and good. If the owner 
of the bottle demanded evil, that deed would be performed also, 
but thereafter the djin would retire back into the bottle, leaving 
the foolish man to face the consequences of his folly, alone and 


Weavers of Oriental folk lore seldom shape a fable merely for ' 
entertainmeit. This one of the djin and the bottle and the poor ' 
beggar is no exception. Implicit in it is a bit of wisdom about 
man and society which is timeless: Turn what you learn of the 
secrets of life to the benefit of life, and you gain happiness. 
Turn what you discover against life, and you forfeit not only 


censorship is imposed upon all the scientists in this count 
who helped develop the weapon. More repressive measi 
are in the making. The plan is to place atomic physics4 
chemistry in America under a politico-military gestapo, in 
far as further free experimentation with atomic energy 
concerned, 


This purpose, represented by some of the many bills pr 
ently filed in Congress, draws violent dissent from the gr 
majority of the experts in science and engineering who) 
ticipated in producing the bomb. To the 92 percent of th 
eminent men in eastern United States who denounce the i 
of trying to lock up science as preposterous, who warn t 
attempts to maintain monopoly on scientific knowledge 
doomed to failure and rife with dangers, a group of 
others, from the mid-West and far West (who likewise 4 
tributed to the task) have added their voices. Like their‘ 
leagues elsewhere in America they know the history of sci¢ 
too well to be deluded. Their protests reinforce those iss 
by the first group. 


At the third level stand the political officials of our gové 
ment, from the President down through Congress, who 
trying to chart a course through divergent views and am 
at a sound, intelligent national policy. The efforts of th 
last, however, are unfortunately snared in cross-rips of | 
over war passions, fear, and brash nationalism. 


: = 


Is it not time that the key to this puzzle were sol 

among those who may be expected to know more about 
solution than the warriors (whose business is destruction) 0! 
natural scientists—who, after all, concern themselves primal 
with questions of inanimate matter? The real problem re! 
sented by the djin we have released from the bottlé 
nature’s energies is not these energies themse!ves 
what they can do under human management. The P! 
lem is rather of the social and moral conscience of 4 


U N & L E D U D L EY mgr nes pedo “ ibility, his cates cry a 


being. 
Since 1891 Uncle Dudley has signed the Why do not those attempting to frame policy 0 
: . <8 issues of atomic energy consult the specialists in 4 
clear, common-sense editorials of the Boston ate tautiet, the explowers of Wile and wae (iin 


‘ : — the social scientists? 
Grose. Not only does he express the policies ee ee . 
; ‘ UNCLE DUI LE 
and reflect the character of the GLoBE, but he 


consistently strikes a responsive chord with his 


readers as well. 


Boston Globe 


MORNING % EVENINGS ‘%*% SUNDAY (ow 


ae a - a ae ie ae en nes 


= ae : : 
oe +s ; ; % 
ee 4 2 al . ; ‘ 7 <i = oe poe, Th eas : a rs f rt 
‘ > 44 > = nF ; ? ae eta s ; ; 3 Hs : 
“2 , le | ONS 
< ES | as 2 7 y Ba 
> ae 4 A ; REN ae, e 
‘i : 5 ; 
Sa ie . 
vo Bt — s 
z f a aa ¥ ” 
Ry : x ina 5 i C. e SS amor og. Oe Be 2 a a 2 ee. a ees 
q «<i f ‘ seins oe8 af : : 3 xy ° ae . mci = : rae oe ee . ee ee by 
ae Pe Rae © 2 i va x aie . stile aie ck a Ee ss Petre Me Tee, * a en. ) 
[ae tte Sage es oe ee eo a ee Oe gs gr % “a gs 
MST aS | Pre rs a 68 Be ste si a i ot, Se rd eo Oe Sie ‘ oS eee 5 ae ‘a ba 
; ' £ ; oe: me 6 oie ee al ‘ i i hse Ba, Ps, i ae Se eee . aoe jee tes az a ,* ~ 
; “a eae ge at OOS i Rota BO oe ee i: a a Saar ae ass re se ae a Ss wae a I » 
ee ; } " 4 » as % oe as “é ie MR BN i Sh 4 me [oe ee oe —_ a aia mn er Y x my i % ae. 0 ~ 
Babin 2 | ; ° ; ee =o Bud: wets Pees of Seep ar a j a — « «i eae Ca ak : Hear — 7 
ee a , JE ' i ob tie aes ee MS! ee ee ape 5 See #s i oa eee a ol EN i i i ae 
pe re ON Sl auek. ie a 
! ‘ a be mae ve oe = ‘ Perey to or Pie isa Roe rd - ee eS. FS Ea . : af a a a 7 ie, ta ee 
‘ ay os SB Meee ee ae tft eel ea als ieee eee ai ee 3 = a ee BS Satan itere 2h ae ae eS ee > 2S a . So 
Be a a a. . +, aaa ths es pom Sea lesa pee ae a pitts, oe ee 4 ee ; me. st se? OS aes 4 ener = ‘ a \ 
; ee io ee 2 ae ine Eee Ge tack 7 ROME ace i * eee SE 2 eae es A igh en ere : coal ‘iets = ee oe ee —— 
C5 a Sa ‘ + Seer Re . Pies fe eee: 68 Be ae ar oe ty ee ae : ; iis 7 ons Tie fi , ae rh. : : i ee a 4 
wee | ae se a Gy See sce | aoe oy ea ats ar iva es eee eer | ‘ae Se ee a ay ga ‘3 ee ee ——— 
a rag St ge > Me Cl 7 Area ee ot Se Ae OS Ch ae pea Nib et ety ga ‘ : Ot, aren pre) aE es SO gaa : Tg ‘6x 1 
TE Sa | us’ vege re ee ne, awe eee ee ee ee 28 a eee aunty o> : / ae oe Beta me baer 6h Ne one ae oi — } 
hee | ‘ Ae. aes Asa i er 2 Se gy a et een eines MM ep eS 8S be lh ae ee yl ke Sell i de igseea eer. © Pies . BS é : a 
=i 2: Ea | 3 : 4 bE *% - Ree Ct MS. Sufi e teor oe ea ge ee a ee ieee iri og 35 oes Sea - - Dn ae Bea odie. es is * > < ‘ a 
Tae S. | | a er ng 2 ae Se a es gee i ak ee es oa fereto hee til it a a s ty ae es ioe d Pee St 
a pt, EO GRE eee 6 Oy 2 stale ee ome x sere j en a RO A OS ies, a ie es oo, ’ 
sate eee ee a eee > ho ee ea —————— ie ght aad ou A ean Ae eae ee N 
—_ ial ae ar Rs I Ea iat os —— i ee ee a a A i  —— ae 
eee: er : go” Oe tear ‘ Re we Back ———— on re 7 2 > Se : sag a eee ie “és 
iis | re es : Hee eas bd 2 See — ee ies a i ee weer ; <2 iy. pan a e * re ; 
| a Re yh ¢ * Cig Z =e ite “Soa Pe . es Bess | As a. Slt i iy ee Ea me Bx F ae 2 
4 aes Seg ak ee. ie E 185 i es ‘ e Bi uals a » ee oe age ts hes ae “4 bis % tat 
. | ‘ Baek © =, ‘ gl OE. gees % é eee dai a & eee > Bot a ae sii ‘ ae ‘ ig . i aa ee : 2 er ds oS be task & . /~“ . ae 4 ah 
| |) leer: cee. i ae Se a 
| | Fhe nat ae ie Soe bi ipa Wee ae 3 re J 2" ie - < a 7a eee ede x Geta FB Be i ee a a Se hieei ee: 7 
| Lg ——— , “yee ee Ris Scsyh > te. ee ae ‘ fad | e ae ee Soa ae tak i Mie 3 _ pe si St. oa Die i ¢ ca q 
| Pe Tere ec ee Pee —— et eee 2 é ees ‘ pode 1 EEE ee ae ee : Cie a 5 
x | re ti be! j ° ge eee oie , ee. ae we ‘e a . Re Pae ae ee i a i 8 ed Se  * 
: gee ome eee Ul ee —™ ..) ates eee a oe ee e 
: | é or ° ; eee ity g mee — - ae > ae —s OO Be ee a ee ema ae 
= | : a RE ee ee Ee eer ———— * a ee aX “a 0 es Ree <a 
rs f $ aa pins: pao At Zips ee ee : — ON ES fi Bn a i Ae gs,” AE 
a oy ! ; a a —t—“<it« Ce Be a tik a : i ae ee > $i ae ON ae SS me gs oo P Ss 
e a ‘ SS re =~ an eM -) iN t rr oleate 2S i E gees g oe a Pe ek, Bo Sh Sa 7 . . Pe 
ee, | Bet é a eet an Ee Ot eee ese er aa sll Ce ae f= fa Pies 2 a é oe oe 
y ee aS . Sa — a ig ® fo EE Se Nei Ay -- en ies 4 . 
ae : og a eRe s. . a _s * - i carte ae. i Ps e 
Ss | — : —— sal " Jia i } ee ks , ——  =—l gw oy 5 a a a ae ‘ i 
"] | = —- i eae . Et >. Ss ae x 2 ae - 2% F ce - «FE a oe eee ; 
neha : Ay. . a 4 " ; 7 ° = Sa A aa ad e ee ae Ri . 7 as ; Scie oo 
a: : Bb coe a — a ii an Be ie es Re ee far a 4 : a - ae + ei Po ee ee 
oe ee | 7 —— : 4 aa ae Oe at : aan . Bc ot. Gk eae ia ; ane a , ee g , Si ie iy 
eae . 7 = ee. ce J o4 ‘ag 4. : aa f " ‘ Pee a: | Aes ae 7 ae ae ae A . aoe fia 
a : _ a iit. ee ee a \ i hess Poe SG —— cl lttstti‘(‘i‘i‘“(iti‘(‘ SS ~~ ae e.. tes. 8 — a 
; ; ae : 4 Sag Ross ‘ 2 i eins 3 ie ee —ee ee ae a i. a ee gx = . 
ee ! 5 — % x : * ~ ae Foie a r ne pe ae 5. ee Sg ei ae os ies eae mess SR aa: # cs | ae eae oe Fi oats Bese” i EX 
ee ‘ ° - : ee Sas | le PES ee ae ae : Sat 3 a 
2 | cas i. Mikes 3* Mee ; oo ‘ % ee Cll CU 3 ee, a Ss I ne 2 oa oe a i ee — «. ee 
| =. : ; Z es Fee has a oe te eS eee ' — Rae a Be eo a c . Hee 
a ? | . a ‘ : as 5 it a an oe 2 Fees % a oa. — ae i x Sees a ¥ fA 
= | - x : CS — a ae a ce, Mi. a ne eS ee: 1 oe ee © — 
De a rectic ) a Ad é é “ : oe ihe igs io Sea ae & io io —— 2 oY =" bw = — : ta 
Pe ise a ‘4 kena aa ; woe ‘ 2a ae sh ? ie . ose it as 3 ; : - ae le ar ihe SR a Ba 
ee ee ka eee < ies i a. 4 eee ee aa ee ¥ es ee oo pes 
i Soa a ‘ Pi res a 7: eo a “ e — | we —— r es : : i ss as 
eras Bs i“ .  — i: * ee SS se” F? ae a Se me Sie BN. ea a ae tk — . $70 % » ee ig hy : 
Bei Be Oe a ee i ie “ ee a ile ad od we Me ee i 
om | ' Bo <a i Pe ee ~ > Meee 5 il Ge OE ———— i) ree . 
| Sie el : ee sis me Sg gs ee & ee me i eee oe wee UI ey es Oo i — IN } 
“ Lf, 3 Soe ~ a a ee r— he ee Ss lc( (i‘ia 
| 8 ee ae Bo 4 aoe s ae <- Sesap > ial == elas: a Bean Se _—— ee dent 
: " “Ble = 2 Oars Sane a ae i, Sper. aS , Pye — - : Bas ROE ne < ae ee ee : a roe OE ¥ Se é ae PaCS ell 
hates un ue Fe one ge ee epee a ete a gt aie, eum ie Sega anaes si i Rb, as ae alien le Reel os Dam 
| ee ie ae ls  <ieiees oe ee = COU La * 0 an Ryo : ‘ 7 em oe ae Ber 6 pet” eee AS ae wi Ferg! 
NR a ea he ag ee ee ee al A et 3 ie « - a rey Y= ie an Laug 
| i oar a Pee a ~~ ‘i ; oll tue al Be. | Bi Bi 1k hr 
| ae x . 4 4 Re Pi. etal ay ce = ‘ a & ape i ein a os a t2 = , 3 aia ae ae <3 aS bts Ado " Fim Sexe 
ie Bie ae ; ee Bas. ego ee , es ae &,, aa: be ais eee ae te — ¥ i ii oe 9 =a ee Pare ® a8 J ae 
] Die 5 .) oe ae H % Z ogee eae , See a ian ES en ee i) ara IS — € Ps 
. = ee die % ¥ ‘s % r] i ee ss s Bk 2g ees am pe 7 re Nal aT ye as ply fed Gen’ — ; 
: | : * pee e : +e ; ee gee Bees gee ea SAREE Pe - 
; 4 he ee Sere ae # Wars. ol : ey, sige ta ia Se ae af “Fh oe ee ae i Sten 3 se dl 
= | Bi é Eo Seg al 7 age ae .. % yore oe “3 i = pag Hh, ete, OK Oe ai ~ 
ae svaae a eo ee : at i ee ‘ i tae erties — 
2 ow ieee | * ial nes i i es : ihe os “i al er eens fet rae Bret _ eg 
a smal a iis Sis ae f oa in Fo ai oe % E " ie Geers ~. _ i Meet ae fn — ,o ae 
gle | r BS fc eM a j Pai @ : a io se st akan ies % _ ‘a 
Beer Ro . ” e is eae a ie o 
‘a4 oe By oe is j rr ere -* . he me ——————— 
. ai a ee tee / y ec eee "le: - —- Pg. i 
i ’ ‘s es oe pee ae ce 7 1 Be. 35 Sa eas pile sx sits j Ps wer Se, — 
: sr 3 iat ae id 7 4 er . aca oe eae ae pee a: - = — - 
‘ , 3 = poeta ad aa. llti(‘“‘i‘s*:*SS 
A * a or ae a : es Se OE oa 2 4 r 
er as ee, ji 
PY eg ' Y = 4 y 
eS ate i : . 3 4 
J ae ee é : 3 
aes es oe me a ne 3 . 
Dre 7 /~ cae 
SO ee ees ee ae Se 4 
Ne Masha te " = <i ae i 
Wee tee aa = ae _" cee. ‘ om 
ew aly Sete . s Retry ’ a ’ 
eee oo. 
Tene wes a ae ey s ——— 
ee ig es “a — cer; j 
a - < Tia - eh — 
aa Pay ay | _. 
ae the a _—-_—  # ««@ CON 
7" : it Se y ies 
a ae " ce. Se — ) 
’ iS & ‘ene. \ ae Myer 
"ea hy 4 mr &. a? — 
= # ltl dent, 
—S 5 P . ce a A lee 
ii: sf ; % & CC 2. aa Ing 
. % -. of 
Jas d |. oa Robe! 
a: cS | = 
palit - oe. ' a 
om. a ae es } aa 
= a ee —— a 
40 : & = 
ee : ee . | 2 
ae Be: a ja 
Aas as lc (<kélll eon 
one Ret ae - 4 e ft as 
Meares 7. = He 
ee ——. 0 060mCtC~<“‘i‘i oe 
ui a aa fa i 
i ae (CS é 
a > a ; 
E J % i | t af a Age } a 
rane: | aaa. 4 
eae: : at es he 
f mm. ik ~~ ; 
us. | 7... A ail 
a a < Ti - 
a om = ay i ’ a : ae. 
a e . } ‘ y a 
shes - \ % 4 ' < 2 { =o 
: ion , | A eae 
eer * ; i aS, 
a ‘ i ) sh al he Aes 
es i i? ii . . ‘gue 
PSA | je Awad ' ’ pe , ‘dee 
; e GSS | * a> 4 e j » 
. aga se : ee 43> ee 
prem p aes , p f f 
Sages ae | : ee a i a %) | 
ame «tS yp % , Bt 
ee | 3 sek 3 " eg my al : 
, a ern 4 4 as j 4 se 
sin ral p32 .¥ a > : 
ae bs a ia be iy 
hee ; oe <« 
~ We j sf. ? Fs ‘| 7 ; eG i 
Te cipelesk as f : Se " r 
Ce eas ; : fe 4 . v i , r 
ie ‘ nat { NTR 
¢ é 2 ; . a, 4 inne, 
‘ Fa i ‘ a | a t 
Pesib ; a : aes A n i 
tg ‘ \. j i ine ‘ , 4 andi 
eo ‘ : Po all ? } 
*y 3 $  o ee a bs al he 
<i =. : i wo : i pore ‘i eee 
oe Yee 
i Ata 
| eee 
ee 
' 
4 ‘ 
re — 
Pay _ — 
<5 
. a i evo 
rT rH i 
- | se: 
- 1 un (jl 
: Peres eS st eo > * a | »% 
; pat 3 4 
4 i 
‘. . _ lids ; y) 
* eee ee ee ee ee eee ee 
7 -_ ; ’ » Stee eae 
29 raid .s 
4 : 


Advertising Age, November 12, 1945 


IN MILWAUKEE—His hosts talk things over with Niles Trammell, NBC presi- 
dent, who spoke before the Milwaukee adclub Oct. 25. Left to right are W. J. 
Damm, vice-president and general manager of radio, Milwaukee Journal; J. D. 
Ferguson, president and editor of the Journal; Mr. Trammel, and J. M. Mc- 
Laughlin, general manager of the Wadhams division, Socony-Vacuum Oil Co. 


CONFEREES—Attending the first annual advertising conference held by Bristol- 

Myers Co. of Canada, in Montreal, were, left to right: J. G. Stenhouse, presi- 

dent, Bristol-Myers Co. of Canada; R. C. Ronalds, president, Ronalds Advertis- 

ing Agency; Robert B. Brown, assistant vice-president, Bristol-Myers, New York; 

Robert J. Ingram, assistant sales manager, Bristol-Myers, New York, and Joseph 
M. Allen, assistant vice-president of the New York company. 
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NTRODUCTION—Miller C. Robertson, left, new sales manager of KSTP, 
inneapolis-St. Paul, met Twin Cities public officials and members of the trade 
ta cocktail party Oct. 31. The others in this group are John Medrow, mer- 
_BBrendising manager, Shell Oil Co., and Dick Seidel, division manager of Shell. 
sage ~ Mr. Robertson was formerly sales manager of KMBC, Kansas City. 
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: OM DRROW'S SERVICE—Sunoco and Sinclair are both planning construction 


nw retail outlets featuring improved service and merchandising facilities. 
jf" Oil Co., Philadelphia, plans to spend $10,000,000 in construction of 400 new 
1 tions. Sinclair Refining Co., New York, has only tentative plans. 
} (Story on Page 46.) 
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"CHRISTENED'—Great Western cham- 

pagne did the job for Jonathan Lo- 

gan's new "champagne white" dresses, 

with Pleasant Valley Wine Co.'s prod- 

uct providing the hook-up for the 
promotion. 


‘CENTER’ OPENED—Fred Bohen, pres- 
ident of Meredith Publishing Co., Des 
Moines, was among the press and radio 
representatives who attended the open- 
ing of Pillsbury Mills’ Ann Pillsbury 
Home Service Center in Minneapolis. 
With him, here, is Ellen Pennell, direc- 
tor of the center. 


TOAST—Thornton Model Rita Daigle's 
election as Miss Rheingold of 1946 was 
the reason for this celebration at the 
model agency. Left to right are Patri- 
cia Vaniver, Yvoone Lewis, Walter 
Thornton and Eleanor Cahill, with Miss 
Rheingold in the place of honor. 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


AWARD WINNERS—Receiving honors for meritorious service to advertising, 
bestowed annually by the Association of Canadian Advertisers, are, left to 
right: W. J. J. Butler, advertising manager, Toronto Globe and Mail, silver 
medal for outstanding contribution by a media executive; Clifford Elvins, 
(retired) advertising manager, Imperial Life Assurance Co., Toronto, silver 
medal for outstanding contribution by an advertiser; Lee Trenholm, chairman, 
ACA awards jury, director of public relations, Underwood Ltd.; J. P. Robertson, 
who received the gold medal for most distinguished service to Canadian adver- 
tising, given posthumously to his father, the late John R. Robertson, E. L. Ruddy 
Co., and E. W. Reynolds, president, E. W. Reynolds & Co., silver medal for out- 
standing contribution by an agency executive. (Story on Page |.) 


WTOP'S BIRTHDAY—Winner in the cake-baking contest, held as a feature 
of the 13th anniversary of WTOP, Washington outlet of CBS, is displayed 
by the judges. Left to right are: Mrs. Robert Hannegan, wife of the Post- 
master General; Elinor Lee, WTOP director of women's programs; Carl J. 
Burkland, general manager, and Mrs. Tom Clark, wife of the Attorney General. 


BACK TO EDITING—Perry Githens, center, who resigned recently as vice- 

president and public relations director of J. M. Mathes, Inc., to become editor 

of Popular Science Monthly, gets godspeed from J. M. Mathes, left, and wel- 

come from Godfrey Hammond, president of Popular Science, at a cocktail 
party in his honor in New York. 


MODEL STORE FOR DEALERS—This is the largest of the three full-size stores in Goodyear Tire & Rubber Co.'s new 


Visual Merchandising Laboratories, opened to serve the company's independent dealers (AA, Nov. 5). Gasoline pumps 


in the left foreground are for the sample small store designed for filling station operators. 
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THE COMIC WEEKLY 


959 EIGHTH AVENUE, NEW YORK 19, N. Y.; HEARST BUILDING, CHICAGO 6, ILLINOIS 


LICK 
SALES | 
RESISTANCE 


Copr. 1945, King Features Syndicate, Inc., World rights reserved. 


AUGHS are big business in the U.S.A. where humor is a high art. 
Just about everyone has a favorite comedian, but of all the big name stars of stage. 
screen and radio, none can touch “Jiggs and Maggie.” the battling twosome of 
The Comic Weekly, for all-out popularity. 

For “Jiggs and Maggie” are more than a comedy team. They're a 33-year-old 
institution . . . an institution visiting more than 6,500,000 homes across the 
country every week through the pages of Puck-The Comic Weekly. Merchan- 
dise associated with “Jiggs and Maggie’s” popularity has a way of moving right 


onto the family shelves of America’s richest markets. 


The Only National Comic Weekly 


Distributed through 15 great Sunday newspapers, The Comic Weekly is the 
only publication of its kind. It is the entertainment must of the whole family, for 
there’s “The Little King,” “Jiggs and Maggie,” “Skippy,” “The Katzenjammer 
Kids.” “Tippie,” “Tillie the Toiler,” “Prince Valiant,” “The Lone Ranger,” 
“Flash Gordon,” “The Phantom,” “Donald Duck,” and many others in the all- 
star cast of the only national comic weekly. 

If a manufacturer has a good product to sell, here’s how more sales can be 
made... to “the millions”. .. in the more than 6,500,000 homes from coast to 
coast where Puck-The Comic Weekly is read. It is the same successful selling 
formula which for more than 15 years has been used by leading companies. 
When advertisements are placed next to the life and color of these famous comic 
features. they get the same kind of close, attentive readership. 

The Comic Weekly stars are available to go to work as a sales force for com- 
panies who associate their advertising with the tremendous entertainment power 


of Puck- The Comic Weekly. 


... FOR LAUGHS, LOVES, THRILLS AND TEARS 


WHY YOUR ADS DO BETTER 
IN THE COMIC WEEKLY! 


More Readers at Less Cost 


Puck delivers 572 adult readers for each dol- 
lar invested. Its trmendous ‘youth reader- 
ship" is plus value. These 572 readers com- 
pare with 251 adult readers delivered for each 
dollar invested in half page or larger space 
by 3 leading national weeklies. 


“Preferred” Position for Every Ad 


The number of ads in each issue is limited .. . 
only one to a page. Thus every ad is spot- 
lighted and gets undivided attention from 
Puck's more than 6,500,000 families. 


60% Key Market Coverage 


Puck alone, through its tremendous circulation, 
provides up to 90% coverage in 606 cities of 
more than 10,000 population. In these cities 
more than 60% of all Key City retail business 
is done. 


Puck Readership Is Highest 


Puck-The Comic Weekly's record on "Read 
Most," established by the Daniel Starch sur- 
vey of all advertising . . . half pages against 
full pages ...is 6 to | readers per dollar over 
the standard weeklies. 


Puck's Story Is Its Best Salesman 


For those executives who are planning major 
national advertising campaigns, the staff of 
Puck-The Comic Weekly has analyzed the ex- 
panded post war markets, new competition, 
the field of comics and the productive power 
of this publication. To arrange for the pres- 
entation of these up-to-the-minute sales facts 
write to Puck-The Comic Weekly. 
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